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NBC GENERAL LIBRARY 




Channel 2 means BUSINESS! 






He's teed off because we discussed "lawn 



ming seems to :ero in on the listen inge 
care" on the air. We felt kind of sorry about (and workingest) people in Cleveland an 
losing him as a listener 'til we received 1,043 northeastern Ohio. People who do thing 
cards and letters from 91 different communi- So if your client is interested in gettit 



ties requesting the booklet 
we offered. But that's how it 
goes. Our kind of program- 



GOOD SOUND RADIO 




action in our market are 
remember one thing. Tl 
grass is greener at WGA1 
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Late news 

in tv/ radio advertising 
10 IVccmber 1003 



Make-goods: The issue of make-goods on tele- 
vision spot business canceled in November 
coverage of the national crisis is about settled. 
A recovery rate up to 70% of the lost business 
looked possible late last week as ends were 
tied up on the massive re-scheduling job. 

A representative group of reps, getting their 
first breathing time Friday (13 December) 
after a storm of paperwork and re-negotiation 
of the 22-26 November time, reported make- 
good expectations considerably above a week 
sigo. Individual estimates vary up to 90% of 
business made good, with only a few "vacil- 
later" accounts left, and nearly all reps expect 
to salvage well over half the cancelled com- 
mercials. Many make-goods are going into the 
Christmas lull, a few a carrying over into early 
January. 

The business timetable seemed to be mov- 
ing back toward normal last week, but for 
some it was slower than they would like. 
Others were taking a long view of die critical 
experience as ultimately rewarding for tv in 
terms of increased viewing and new respect 
commanded by the medium. 

Burnett promotions: Hooper White, who has 
been Leo Burnett Co.'s commercial production 
manager in New York, moves to the agency's 
Chicago headquarters as creative production 
manager of the commercial production sec- 
tion. Jackson Phelps has been named business 
manager of the commercial production de- 
partment, and Russell B. Mayberry was ap- 
pointed associate manager, commercial pro- 
duction. Hollywood. Charles T. (Ted) Weeks, 
manager of Burnett's sales promotion section, 
has been named v. p. 

Cioirol signs: Clairol will sponsor one-third 
of NBC TV's new topical satire show. That 
W as The Week That Was, which makes its 
debut 10 January (Fri.. 9:30-10 p.m.). Agency 
is Foote, Cone & Belding. 



FC&B pays f irst dividend: The financial com- 
munity is begin rring to hear from Foote, Cone 
& Belding, largest of the very few publicly- 
owned ad agencies. The stock is now included 
in the daily listing of the National A*sn. of 
Securities Dealers' Ovcr-the-Counter Quota- 
tions, having summoned "sufficient dealer in- 
terest to assure a realistic market." And today, 
shareholders will be paid a quarterly dividend 
of 15 ceirts on common stock, the first payment 
since FC&B went public 1 1 September. Pierc- 
ing the hush with which agencies traditionally 
surround their business affairs, chairman of 
the boa rd Robert Carney wrote stockholders 
that FC&B is "taking all steps possible to ac- 
quaint the public with die nature of our busi- 
ness." Toward this end. Carney, president 
Rolland Taylor, and executive committee 
chairman Fairfax Cone will address the 30 
December meeting of the New York Society 
of Security Analysts. 

New M-E president: Armando Sarmento is 
the new president of MeCann-Eriekson. Sar- 
mento was president of McCann-Erickson (In- 
ternational) and succeeds Emerson Foote, who 
continues to serve as chairman. Paul Foley 
remains as vice chairman. Sarmento, who will 
assume his new duties early next year, had 
headed the international division since 1959. 
A native of Brazil, he joined M-E in 1935, 
serving in that country until in 1951, he was 
named vice president for Latin America. 

Commercial workshop: Seven workshop ses- 
sions devoted to commercials will be held by 
the International Radio and Television Society 
starting 9 January in New York. Duties, set 
design, casting, music, film production, video 
tape, and color are among die subjects to be 
covered for agency personnel, writers, art di- 
rectors, and odiers. Heading the committee 
running the sessions is Samuel C. Zurich of 
N.W. Ayer. 
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Comparison: "In the really important, basic 
fundamentals of our business, advertising 
abroad is very much the same as it is here." 
Don R. Cunningham, v. p. of Foote, Cone & 
Belding, Los Angeles, told the Los Angeles 
Advertising Club the differences between ad- 
vertising here and in other countries are 
"largely quantifiable." The problem-solving 
function, he said, is similar abroad and in the 
U. S., "You merely feed different factors into 
the equation. And sometimes you get wildly 
different solutions. Tv advertising in Germany, 
according to Cunningham (who just returned 
from that country) is limited to certain time 
periods, "and never on Sunday." Commercial 
programing starts at 7 p. m., when the audi- 
ence is exposed to a series of eight to ten 
commercials, mostly of 30-second length. 
Twenty-five minutes of uninterrupted program- 
ing follows. After the program, another group 
of commercials are shown, and with the ex- 
ception of an earlier block of commercials, 
"that is it for the day." Cunningham added, 
"everything is wrong with this system except 
one thing: It works. It works so well, last year 
advertisers ordered 500% of the total avail- 
able commercial time on tv." 

Viewing jumps during funeral: Tv sets-in- 
use rose an estimated 264% in the New York 
area on the afternoon of President Kennedy's 
funeral, according to ARB. Monday, 25 No- 
vember sets-in-use, much higher than on a 
'typical' Monday, registered increases of 
36.9% during early morning lo 264.5% at 
11:30 a.m. 

College Plan: Radio Advertising Bureau pres- 
ident Edmund C. Bunker reported last week on 
plans to provide RAB sales and advertising 
material to colleges and universities. Move is 
in recognition of "great need for highly-moti- 
vated, sales-oricntcd young men and women in 
the radio industry," Bunker said. 



New GM: Ralph W. Goshen has been named 
v.p., CBS Radio, and general manager of 
WCBS, New York, succeeding Sam J. Slate, 
who is joining RKO General as executive v.p. 
Goshen, who assumes new position 30 Decem- 
ber, has been general sales manager erf the 
CBS owned station since 19:59, Hfi joined the 
outlet from CBS Radio Spot Sales where he 
had been account executive since 1951. He 
started with CBS with WBBM, Chicago, h 
1949. Before that he was local sales manager 
of WIRE, Indianapolis, for three years. 

Study staff set: George B. Sltorer, Jr., presi- 
dent of Storer Broadcasting, has been elected 
chairman of the steering committee for the 
RAB-NAB radio methodology study. Mary L. 
MeKenna of Metromedia was named chairman 
of a technical sub-committee consisting of 
Hugh M. Beville, NBC; Melvin A. Goldberg, 
NAB; and Alfred, N. Watson, RAB. The steer* 
ing Committee said the keynote of its operation 
will be "the fastest possible completion of a 
series of methodology studies designed to 
provide one or more valid methods of measur- 
ing the full radio audience." 

Lineup (of sponsors) for Kiekoff: The Or- 
ange Bowl Kiekoff on ABC TV New Year's 
Day will be sponsored by Bristol-Myers Co. 
through Doherty, Clifford, Steers, & Shenfield, 
Inc. ; North American Philips Co., Inc. through 
C. J. LaRoche & Co., and R. J. Reynolds 
Tobacco Co. through William Esty Company. 

Joins network* WEMP, Milwaukee, becomes 
a CBS Radio affiliate 29 December. The sta- 
tion, not now affiliated, operates on 1250 kc 
with 5 kw fulltime. 

MBS to BBDO: Mutual Broadcasting, which 
left Er\vin ? Wasey, Ruthrauff & Ryan last 
month, has assigned its account to BBDO. The 
shift is effective 11 February. 
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Like this painted board at key traffic 
arteries with a 36" square flashing red 
light to indicate when WPEN NEWS 
is on the air. It's promotion with 
that responsive "something extra". . . 



typical of the exciting ideas an exciting product inspires. 




radio fiNS Philadelphia 



Represented by AM Radio Sales Company 
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It all started on Dec. 
21. 1953. I was sort of 
young and fuzzy then. 




For the past ten years 
through Winter 











.WCSH-TV 



but in the past ten years 
I've grown older and 
smoother. 



»6l.M A N.B 




Spring 





and Fall, I've been bring- 
ing the best in TV 





I carried the first full 
season telecasting of 
baseball, just to men- 
tion a couple. 



There have been awards, 
too. 




to 700,000 people in 
Maine and New Hamp- 
shire. 




•TV PORTLAND 

In 1960 I received the 
National Heart Associa- 
tion Award for the docu- 
mentary on Open Heart 
Surgery. 





CSH-IV 
PORTLAND 



I've had quite a few 
firsts, too. I was the first 
Full-Time, Full-Power TV 
station in Maine. 




In 1963 I was given a 
special award by the In- 
ternal Revenue Service 
for helping them explain 
the Income Tax story. 





AFFILIATE 

MAINE BROADCASTING SYSTEM 



and to all the nice clients who have 
made the last ten years so enjoyable 
. . . THANK YOU! 
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Rtprtstr.iti by Ka!z Agency 



1 wo eminent Philadelphia law vers, father and son, 
brought a great measure of musical t.ime to their citv 
of hirrli. Seventeen years before he signed the Dec- 
laration ot Independence, Francis I lopkmson w rote, 
"My Days Have Been So \\ ondrous Free" to become 
our first native born composer. I lis son. Joseph, 
counsel to Dr. Benjamin Rush and Joseph Bonaparte, 
added to t he impressive list ot famtlv musical credits 
with the stirring and histoncalh significant "Hail 
Columbia" composed in the summer of 1 7'^. 

1 he vitalit v and versatility ot 1'hiladclphians — in 
law . in music, in indust r\ — has never ceased to com- 
mand wo! Kl rccogmt ion. WlBti, vital, versatile 
R ad to 9'' i s First t >t Ph \L:dtlphi i. the C'it\ of Firsts, ac- 
cording to recogm/i d sources* ot audience evaluation. 



rtltfltjtn, M. ml^ i > I i. n. \M c (. I'M. PI I ) 1 »,y> 

\ lult \i rtKt 1* ' V \J c \ l.r cr \ c t '- > I >re. PI I *> > I IJK 

f r .j' / „», I fj j ! > ihrf I'h j f | htj stjt > if . a 

Nishe Met j I I t j . \( n t I v b j i r t \ r r I >i Kite I turn 
Per, I.. HOOI'f R N / / . 



S'WRHR 


LOS ANGELES 

KGBS 


CLEVELAND 

ff'fif 


mm 


TOIEDO 

trsi'D 


DETROIT 

irjBk 


WIBG 

PHILADELPHIA 


XlW YORK 

H us 


MILWAUKEE 


CLEVELAND 

trjir. rf 1 


ATLANTA 

IIMiATT 


TOIEDO 

ii srnri 


DETROIT 

HlBk-tl 



WS&R/16 DECEMBER 1963 



NEWS 



$ TSwi* m^QMM af 
foMMt Key Station Asrard 
5 Times winner of 

teas SstaeigrTpri Si '.Braadteas*** 
.Awarld 
U.P.I, Award 
I9$t-4SS9 
Nafionol Safefy Council 
1959 

Alfred f. Sloon A<*ard 
1959 
A. ft. .Award 
I9.S9-I960 
A. P.- Managing Sdltar Award 
I960 

PWferwl Heodljners Club Award 
1961 

Sigmo Delta Of Award 
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Y*T«* Wirtflfer of tWW 
©olferns r r s Special Me.r# 
'for Traffic falfeff promoter 



Builds an image of 
BELIEVABILITY 
for Advertisers' 
Products and Services 
. . . that's why more 
Houstonians are 
SOLD on 



PUBLISHER'S 
REPORT 



One, man's view of 
significant happenings in 
broadcast advertising 



The case for radio 



A 



NY w&% you look at it. radio is in for a good year hi 1964, 
Business is encouraged. Dick Doherly, Washington ecmwdjj 
whose annual predictions of dollar volumes for both fv and radio 
he featured in sponsor's 30 December issue, tells me that without I 
eeption the congressmen he has talked with are confident of a tax m 
Broadcasters expect fewer harassinents and distractions, more arte 
tion to their jobs. They're showing more originality and expertise 
their programing and greater urge to experiment. An election f 
with radio as a prime ad medium will bring a big flow of extra dcJ| 
into the coffers. And the Radio Advertising Bureau (sales arm 
radio broadcasting) is doing a positive job of selling and pranwtfr 
So all looks rosy. 

But will a substantial gain in radio income (say 7 or 8 percent 
the year) lepresent proper growth for the medium? 

At the risk of losing some close and dear friends I say "no!" 

National radio has been lagging for a long time, \soefiillv kg^ij; 
I received a shock some months back when I discovered that hi f 
17 years, total revenue for business papers has gone up f* 
S65.000.000 to about $600,000,000 while radio revenue in the 
period has little more than doubled. This despite the fact that a ra 
set is an integral part of the lives of almost every man, woman, 
child. Of course I'm pleased with business paper growth, 
should dwarf radio growth eseapes me. 

National radio suffered severely with the advent of tv. But a dsffiij 
and a half have elapsed. It's time for national advertisers to recogn 
the exceptional values of radio. It"s time for the industry to recogiu 
that wavs and means must he found to dramatize these value* 
terms that the sales organizations of large firms and retail outlets ( 
appreciate and use. Many an agency man has complained to me t 
he realizes the exceptional abilities of radio, has tried to sell it to 
clients, and has been rebuffed with the observation, "It doesn't li- 
the glamour, the \isibility. the tangibility of a newspaper ad. a urn 
/ine ad in four colors, or a h commercial. We ean't get our peo 
excited about it."" 

Ma\be .so. But I learned vears ago that there arc waVs to n,i 



radio exciting. And 



here arc reasons for using radio for a 



of jobs that outweigh all objections. 

If I were a national ad\ci tise r I'd ask my agency to make i If 
appraisal of radio and see how it fits my 1964 objectives. You ft 
find your>elf in a position to get quite a jump on your eompetitioai 
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he a gift subscription to spoxsOK. It's inn* of the nicest 
ays to express Holiday good will to clients, prospect.-. 

associates in the broadcast advertising luisiness. 
our gift begins at the Holiday Season when sponsor 
mis a handsome acknowledgement to each of your 
npients. Then every Monday throughout 1*)(> \ your gift 



of si'ONsOK arrive* filled with broadcast advertising 
idea> and information that help- the reader do a better, 
more profitable job. What a happy way to remind \ our 
clients and prospo ts of your thoiyghtfulne— 32 week- 
in the \ ear. And all for as little as 8 cent* a week 
when von use the hand v sift order form below 
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SPECIAL HOLIDAY KATES 

Our 1 ^ car Suli»iTipUi>n ( \ nur oh n or fir-1 giflt . . 
Each ailililioiial 1 war gifl. 



Donor's N 
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A DOR S * S 

City 



.$8 
.$5 



Include my ou n -ul>»triplion □ x «-n<l bill lalrr 

I t'tn lo-f S f«>r MibxTiption- 

C.ifl rani- li> read from , 

.Vf|</ Silt tO 

('l)MIHM 

At)DR> »■> 

( m. 



I l'lta\f ttpe remainder ot >our busings a it oi a sr\ 
urate ihcrt and a'tach • . 
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POETIC TRIBUTE 

Thanks for your poetic tribute to 
the wonderful performance of the 
broadcast industry during the tragic 
days following the President's 
death. As you know, I join in your 
sentiments completely. 

E. William Henry 
chairman 

Federal Communications Comm. 

Washington, D. C. 

You penned an eloquent poem. 
"With A Code Unseen" has a poetic 
effect filled with pride for a task 
beautifully rendered by broadcast 
media. 

sponsor today has zing and 
bounce and a captivating journal- 
istic lilt. 

Jo Ranson 
associate, public relations 
National Tuberculosis Ass., X. Y. 

Your poem finds its way into my 
speech file — an unusual form and a 
well-done one. I hope all broadcast- 
ers will now not cease in impress- 
ing both legislators and FCC per- 
sonnel on the fact that a code lives 
in concert with life about it, and 
not by some arbitrary concept de- 
veloped by a frustrated few who 
are inexperienced and inarticulate 
in the machinations of a dynamic 
industry. 

Eldon Campbell 

v.p., general manager 
WFBM, Indiannapolis 

Never was the broadcasting in- 
dustry's service better described 
than in your poem "With a Code 
Unseen." 

Congratulations and many 
thanks! 

Eugene S. Thomas 
vice-president, general manager 
k'ETY, Omaha 

Congratulations and commenda- 
tions to you for a very fine and mov- 
ing tribute to the broadcast media 
for coverage of the I'residental as- 
sassination and funeral. 



I found your words were ce 
tainly well chosen and well expre 
ed . . . and it was thoughtful ar 
considerate of you to take the TO 
to present such a candid and totte 
ing evaluation of the broadcast co 
erage of this tragedy. 

Bill Ste*8 



f, 



WPBC-AM-FM, Minneapp' 



GOES ALL OUT FOR "SPGBDlH" 

Although radio and all broad 
ing have just made proud hi 
Mr. Editor . . . 

I neverthless hasten to a 
membership in Esther Ranch's su 
gested organization, SPGBDSR 
the Society for the Prevention 
General Broad Derogatory Stal 
ments on Radio. 

When these recent tragic 
are past history, and radio's sevea 
critics have conveniently forgati 
the selfless, outstanding and tireh 
coverage of all broadcast media-- 
society such as the above mention 
will be very much in order. Asf 
from all that, I am a long-time s, 
mirer of Esther Rauch and IS 
work: what she's fer . . . I'm ferlJ. 

In a much more serious vein, 2k 
Editor, I would like to agree wfto 
heartedly that sponsor does an \ 
cellent job of covering radio in 
aspects. Being in promotion*, 
would like to add that we tMU 
sponsor does an exceptionally i 
job for our sometimes neglect 
field. 

One further note — still on tf 
serious side: we have read int 
tributes to our late President, al 
heard countless fine eulogies 1 
broadcast media. 1 attach a tfibr 
to John Kennedy by Gerald Barti 
the president of our eorpor; 
which has caused much com«M 
from our listeners and win 
consider one of the finest we lif ^ 
seen or heard. 

Lois M. R 
Director of Creative &ec# 
Bartcll Broadcast 
WOKY. Mil-vai: 
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SYNDICATION 



five, and was Followed by six or sev- 
en other educational series, culmin- 
ating in Reading Out Loud. Tin's 
latter racked up a strong rating av- 
erage its first time out, eclipsing the 
nt twork competition in its prime 
tune slot and leading to an increase 
in pre-emptions of network slunvs 
in favor of local specials. 

Then some amazing things be- 
gan to happen at agencies. The pub- 
lic service programs attracted ad- 
vertisers as well as healthy ratings. 
Suddenlv, it was sensible to buv 
non-network public service. Large 
sums were allocated by Gulf, All- 
state, Bell h Howell, General Foods, 
Renault Dauphine, Kent cigarettes 
and Pharmaeraft where once there 
had been only a few local, civic- 
minded banks. 

Corinthian, Storer and the Time- 
Lib 1 stations arrived independently 
at the decision to produce. No group 
yet did its own syndication, but 
Trans-Lux Television stood ready 
and took on many of the projects, 
from the YVestinghouse American 
Civil War to Triangle's Frontiers 
of Knowledge. Almost until this 



year, the product remained 99 per- 
cent public service, but still it filled 
a variety of needs. 

It aided station image both to die 
Commission and the community. It 
filled a lot of station time which no 
longer could rely on Sheena, Queen 
of the Jungle. And it attracted not 
just institutional advertisers but 
soft-sell commercial sponsors to 
one-market and five-market buys. 

Syndication vacuum appears 

The best of the syndication firms 
concentrated more and more on net- 
work sale, and first-run syndication 
entries grew fewer and fewer. 
Laments appeared in trade journals. 
Guild Films vanished (and where 
was there another Liberace series 
with 178 half-hours?). Perhaps the 
critics didn't care, but stations and 
local advertisers did, and now even 
national sponsors were interested. 
Falstaff Beer couldn't find a vehicle 
for its 50-market regional purchases. 

In the planning of station-group 
program brass was eventual pro- 
duction of general-appeal entertain- 
ment shows to supplement public 



affairs and education. Even Ions 
range was the plan to syndic 
such entertainment shows, since: m 
initial aim was to supply somethii 
for one's own stations., Before We§ 
inghouse turned Steve Allen ini 
group money-maker, Triangle 1f.| 
creating a production wing to \ 
ance entertainment with public 
vice, and hopefully capture the be 
of both worlds. 

Unheralded, Triangle entered tl 
field this past summer with The < 
Four, an auto racing quartet of s\ 
eials, and the Little League \\* 
Series baseball games, It reclaim* 
its own syndication of Frontiers 
Knowledge, which promptly 
Triangle a top award from 
International Film & Tv Festi 
this fall. It announced such Ti« 
productions as This Is America 
color series on U.S. fairs and fesi 
vals; Podrecca's Piccoli TheatrBJ 
Christinas puppet special; and tl, 
weekly radio series Motor Rncfe, 
Review. 

Mike Roberts, who organmc 
Group W's syndication operation 
1961, subsequently moved over 




(L), Episode from Triangle's "Frontiers of Knowledge"; (r), Time-Life Broadcast's "One Hundred Million Dollars in Rags," series pK 
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TARGET: THE CORRUPTORS IS 

TIMELY 

it mirrors today's headlines 

Every episode of TARGET: THE CORRUPTORS 
dramatizes crime and corruption as it is happen- 
ing now. It deals with fiction but tells the truth. 

This series also offers a great star, fine casts 
and flawless productions. TARGET: THE 
CORRUPTORS is realistic, current and explo- 
sive and most important, is superb television 
entertainment. 
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STARRING STEVE McNALLY 
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InU-rpri'lulion and toniaiculary 
mi mntt significant iv/radio 
and marketing iipwi of ibc week 



There's been a 56% increase in the mean of marketing research budgets since 1957. 

This fact conies to light in a study made by American Marketing Association, under 
the supervision of Dr. Dik Warren Twedt, manager of marketing servic«- s for meat 
packer Oscar Mayer & Co. Other highlights of the study: 

► Every ad agency whose hillings are over the $25 million mark has a foimal 
(often large) research department. Even those hilling downward from that figure 
to the $5 million le\el have research depa rtmenta in 76 f /o of eases. 

^ Marketing research is a hig business, even though it's a relatively new one 
(more than half of the research departments of industrial advertisers have been 
formed within the past five years). A total of $132 million was spent for marketing 
research dti ring 1962. 

► Among consumer goods manufacturer*, there's been a trend for marketing 
research managers to report to top management. In industrial and other areas, the 
trend is toward having marketing men report, more and more, to sales and marketing 
management. 



The New York Daily News at last owns an fm station in New York, after 15 years. 

Owner of successful independent tv outlet WPJX, the News sought an fm station 
around 1948, when bigtime tv was still on the far horizon. The radio outlet, in fact, 
was pursued more avidly than was the tv station, originally. 

Now, the News has bought (for $400,000) WBFM from the background music 
offshoot of W rather Corporation, Muzak. There will still be a Muzak connection with 
the station, however, since Muzak has leased the station's sub-channel for the trans- 
mission of background music — a fact which may interfere with any station plans 
for moving into the growing field of fm stereo. Deal is su bject to the usual FCC 
approval. 



Consumers will be spending over $82 billion in the U.S. during 1964. 

That's the outlook, based on a year-end summation of the food industry by a man 
who certainly ought to knov\\ Charles G. Mortimer, chairman of General Food.-. 
According to Mortimer's figures, the 1 963 spending for food products in this country 
reached "a new high of $82 billion, an increase of $2 billion over the previous \ car." 

On the horizon is "another fine food industry year in 1964." Mortimer predicted 
carefully. He also pointed out that consumers arc satisfying their food requirement* 
with a smaller proportion of their incomes than ever before. 

Continued strength in the food industry will provide a substantial flow oi 
broadcast advertising dollars to compete for consumer food spending, it could thus 
be reasoned. 



Responsibility for ratings "misrepresentation" rests with broadcasters, says ex-FTC chief. 

Addressing a New York meeting of the IKTS last week, Earl Kintner, former boss of 
the Federal Trade Commission, warned broadcasters that they "cannot afford to sit 
back and wait for others to develop validity standards or seals of aproval." 

Kintner urged station operators who use rating surveys in ads or sales presenta- 
tions to study the data carefully, before u4ng. Both FTC and FCC. he id. "have 
indicated that stations must be prepared to substantiate their ratings claim- regardless 
of the source." 
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There is now available what amounts to a "film projector" in the tv tape field. 

It's a new-model RCA tape player — in essence, a tape deck without recording feiili 
ties — for use with video tape. It's ealled the TR-3* A transistorized unit, it will allm 
agencies, producers, admen and tape centers to play back taped programs anj 
commercials. 

The playback machine is "fully compatible" with the approximately 2,000 »j 
fessional tv tape recorders now in worldwide use," according to RCA. In addifibn 
RCA has two other tv tape machines in its line — the TR-5, a lightweight rioorib 
which can be moved via station wagon for remote use, and a new compact unit 
combines both recording and playback functions* 

Eaeh unit is available in two models, one for use on U.S. industry line sfiafl^! 
ards, and a second unit switehable between either of two key standards in. use i 
foreign countries. 

^ 

Want to sell broadcast services or products to the ladies of the AWRT? 

For its 13th annual meeting in Tulsa, set to start 1 May, 1964, the American WoftS© 
in Radio and Television are seouting for "sponsors" to make a. pitch at the begbnln 
and end of business sessions. 

Six minutes of time will be availahle in these before-and-after sessions^ sold i 
segments from two minutes upward. AWRT is seeking revenue from iingle-prodw 
ing firms, film makers, video tape companies, trade publications, cosmetics, amas 
others. 

The extensive facilities available for message presentation include audio tap 
color or blaek-and-white film projection, video tape, slides . . . or even a li 
announcement. 



Overseas market for U. S. telefilms should produce more money in 1964 for distributors. 

So predicts John G. McCarthy, head of the Tv Program Export Association, 
made the bullish statement to his directorate at the TvPEA annual meeting, 

TvPEA takes a bow for a number of gains during 1963, ranging from liberal 
zation of film programs in Japan to priee improvements in Australia and attesfl 
on existing telefilm quotas (chiefly the British). 

The progress is of more than passing interest to U. S. agencies and aAl®E&Nm 
Although few share in the additional syndication revenue from foreign sales, tl 
added money, even allowing for normal residuals* allows producers to make a 
film product, and still make a profit. 



Sale to British commercial tv is so important it can mate or break some tv series. 

This is illustrated by planned resumption of production in. England of The t 
hour-long film series tailored for both the U.S. (where it's syndicated by ITC) a$ 
British markets, and Danger Man, a sort of James Bond-type international tliffiij 
series whieh has had U.S. network exposure plus an outing on British tv. Both ha* 
"troug U.S. syndication sales. 

Associated TV Ltd., parent of ITC and the producer 0 f the show, had erl|ll 
planned to drop both series as an economy move in the face of the new gOVPEn|ii# 
bite on commercial revenues. Other British program contractors buying 
agreed to pay more for them to counterbalance the drop in earnings, 
then decided to continue production. 





buhl 



It all started on Dec. 
21. 1953. I was sort of 
young and fuzzy then. 




For the past ten years 
through Winter 











.WCSH-TV 



but in the past ten years 
I've grown older and 
smoother. 



»6l.M A N.B 




Spring 





and Fall, I've been bring- 
ing the best in TV 





I carried the first full 
season telecasting of 
baseball, just to men- 
tion a couple. 



There have been awards, 
too. 




to 700,000 people in 
Maine and New Hamp- 
shire. 




•TV PORTLAND 

In 1960 I received the 
National Heart Associa- 
tion Award for the docu- 
mentary on Open Heart 
Surgery. 





CSH-IV 
PORTLAND 



I've had quite a few 
firsts, too. I was the first 
Full-Time, Full-Power TV 
station in Maine. 




In 1963 I was given a 
special award by the In- 
ternal Revenue Service 
for helping them explain 
the Income Tax story. 





AFFILIATE 

MAINE BROADCASTING SYSTEM 



and to all the nice clients who have 
made the last ten years so enjoyable 
. . . THANK YOU! 



K AT/ ACK.M V, i>c 



* 16 DFCKMIUR 
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COMMERCIAL 
CRITIQUE 



Trends, techniques, new 
styles in radio/tv 
commercials are evaluated 
by industry leaders 



{Part II) 

THE CASE OF THE MISSING ART DIRECTOR 



Wiim c \\ bk do\k to put the 
missing art director back in the 
picture? 

Here are .six suggestions: 

1 Define your I unction in your 
own mind; make sure others under- 
stand what your function is; and 
stick to it in performance as well as 
theory. If you're satisfied to func- 
tion as a storyboard artist, then 
don't ask for the title of tv Art 
Director. 

2 Stop treating tv as a picture set 
to motion. It isn't. 

3 If you're going to work in 
television, start improving your 
know ledge of sound and music. The 
look and the sound of a commercial 
cannot be divorced. In a print ad, 
you can set bad copy in 4-point 
type; but on television there's no 
hiding the spoken word. You must 
aim for a perfect marriage of sight 
and sound — and you'll never get it 
if you say, "I'm only responsible for 
the visual aspects — here's where 1 
bow out." This learning to blend 
sight and sound requires work — it 
doesn't just happen. For one thing, 
you have to learn to understand 
composers and musicians; to talk 
their language. Otherwise you're 
going to have a problem that will 
show itself in the end result. 

4 Ask not what television can do 
for you — but what you can do for 
television. If you can't learn anv 
more because you already know it 
all, then maybe you should teach. 
Seriously, teachers are needed in 
this medium. There are, to my 
knowledge, no courses in the conn- 
trv in television art direction — al- 
though dozens of schools still give 
courses in comic strip advertising 
and hand lettering. 

5 Face the fact that you can no 
longer outsliout your competition 
\'ot only are the networks saturated 
with commercial messages — hut the 
number of stations is growing. \t 
last count, there were approximate- 



ly two dozen independent stations 
— and that number is on the in- 
crease. UHF and VI IF will also 
continue to provide additional out- 
lets for commercials. As viewers 
build up an immunity to advertis- 
ing exposure, even the roar of a 
giant will be reduced to a whisper. 
Without recourse to ingenuity and 
innovation, you will be pouring 
your clients" mnnev dow n the drain. 

6 Start thinking in terms of what 
hasn't been done — not in terms of 
what has been done and what mat 
be done. The greatest stumbling 
block to progress is made up of four 
little words: "IT — CAN'T = — BE — 
DONE." 

It seems to me that we've been 
assigning people to functions in 
this medium based on past forms 
and past titles which were applica- 
ble to other media, but don't neces- 
sarily bold true for tv. 

Maybe, what we ought to do is 
break down all the work that needs 
to be done in producing a commer- 
cial. Then, perhaps we should seg- 
ment the work into logical assign- 
ments. And then, and only then, 
should we give these jobs titles and 
fill them with people qualified to do 
the work. 

If this were to be done, I have a 
feeling that the Art Director's func- 
tion would be much different from 
what it is today. And maybe we 
would end up w ith more Art Direc- 
tors in television — heaven knows 
we need them. Actually, many more 
print art directors should be turning 
their hand to tv. Isn't it logical that 
a great art director at McCall's 
could he equally great if he worked 
at CBS? Then why shouldn't a man 
or woman who does brilliant work 
on paper be able to transfer that 
brilliance to another commercial 
medium? The answer is that he 
could — if he weren't afraid to trv. 
and if he were given the opportun- 
ity to do so. 



STEPHEN 0. FRANKFURT 
rice president. Young & Rubk-ani 
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thoughts 
about 

SPONSOR 



KIRSCH 

"I particularly enjoy your articles on 
products which have had spectacular 
success in radio or tv." 

M. Wolff, Advtg. Mgr. 
Kirsch Beverages, Brooklyn 

3M 

"Find it gives me good round-up of 
common tv problems, solutions." 
Roger F. How, Advtg. Mgr. 
3 M, St. Paul 

FRC&H 

"I find SPONSOR interesting and 
useful." 

Sandford C. Smith, VP 
Fletcher, Richards, Calkins & Holden 
New York 

C-E 

"It's good. Keep up the good work." 
Frank W. Townshend, VP 
Campbell-Ewald, New York 

ALCOA 

"I find SPONSOR a great source for 
broadcast information and ideas." 
Howard M. Osby, Mgr. Adv. Services 
Aluminum Co. of America, Pittsburgh 

GUMBINNER 

"Keeps me informed and up to date in 
the broadcast business." 

Hal Brown, VP Acct. Supervisor 
L. C. Gumbinner, New York 

KASTOR 

"Like current (yellow page) news!" 
Ed Johnstone, Exec. VP 
Kastor, Hilton, Chesley, 
Clifford & Atherton, New York 



GREY 

"Fine, in-depth publication." 

Hal Miller, VP & Media Dir. 
Grey, New York 

AYER 

"I look forward to reading SPONSOR 
every week and find it extremely help- 
ful in keeping up to date on important 
broadcast activities." 

Jerry N. Jordan, VP 
N. W. Ayer & Son, New York 

K&E 

"Read it cover to cover every week." 
Joseph P. Braun, VP, Media 
Kenyon & Eckhardt, New York 

AMERICAN 
TOBACCO 

"I find SPONSOR interesting, useful — 
and informative!" 

A. R. Stevens, Advtg. Mgr. 
American Tobacco, New York 

BRISTOL-MYERS 

"Very informative and useful." 
John H. Tyner, Dir. of Advtg. 
Bristol-Myers, New York 

AF-GL 

"I feel I learn a great deal by reading 
about the experiences of others as re- 
ported by your publication. It is stimu- 
lating and breeds new ideas." 
Robert G. Fest, VP 
Albert Frank-Guenther Law 
Philadelphia 




"Appreciate your broader base I 
tures." 

L. Davis Jones, VP 
N. W. Ayer, Philadelphia 

S&H 

"One of the best publications covert 
the broadcast media field." 

Henry Halpern, VP-Med. Dir. 

Sudler & Hennessey, New York 

JEWEL 

"Good for broad and timely mfo# 
tion." 

Joseph Klinge, Advt. & SPM 
Jewel Tea, Melrose Park, 111. 

AEROSOL 

"I find SPONSOR interesting and uj 
ful AND timely. Well written. Import 
in reporting news!" 

Anne L. Hall, Advtg. Mgr. 
Aerosol Corp. of America, Bostor 

FIRESTONE 

"I'd say SPONSOR is almost a 'mi 
for anyone interested In broadcasfiri 
A. J. McGiness, Nat'l Advtg. Mgr 
Firestone Tire & Rubber 
Akron, Ohio 

STEFFEN 

"SPONSOR is always full of 'ujt 
the minute' information — trends, t 
shows, market information, ratings, c 
many other worthwhile features,' 1 
Ralph L. Latimer, Advtg. Mgr. 
Steffen Dairy Foods, Wichita 



EVERYBODY'S TALKING ABO 



BBDO 



1 Scarcely an issue I don't clip two or 
liree items of interest not only to my- 
I jlf but others in the office." 

Dole G. Costo, VP 
BBDO, Buffolo 

GENERAL MILLS 

fl think SPONSOR is the best mogo- 
ne in its field." 

Monce Rose, Merch. Mgr. 
Generol Mills, Minneapolis 

MORGAN 

often clip orticles ond send them 
ong to clients — since you uncover 
ings we'd never know." 

John Morgon, Pres. 
John D. Morgan, Inc., Chicogo 

MELDRUM 
& FEWSMITH 

Ifke it . . . always hos useful infor- 
Otion." 

Rolph Wright, AE 
eld rum & Fewsmith, Inc., Cleveland 



BIDDLE 



>ne of the only mogozines I read 
jm cover to cover." 

John G. Reinhord, Res. Super. 
Biddle Compony, Bloomington, III. 



PLOETZ 



ou do o splendid job of covering 
"lot's new ond of interest in the field 
brief, time-saving form." 

Lester H. Ploetz, Pres. 

Ploetz, Inc., Chicogo 



ONSOR! 



WADE 



"I find SPONSOR interesting and use- 
ful .. . yes indeedl" 

Morvin W. Horms, Sr. VP 
Wode Advertising, Chicogo 

HENDERSON- 
AYER & GILLETT 

"A mast helpful taall" 

Mrs. Joyce Clark, Med. Dir. 
Hendersan-Ayer & Gillett 
Charlotte, N. C. 



RIVAL 



"Your SPONSOR-SCOPE commentar- 
ies ore most helpful." 

Harry L. Godou, VP of Advtg. 
Rivol Packing Compony, Chicogo 

KIRSCH 

"I particularly enjoy your orticles on 
products which hove spectoculor suc- 
cess in rodio or tv." 

M. Wolff, Advertising Manager 
Kirsch Beverages, Brooklyn 



MILES 



"It gets thoroughly reod ond routed 
every week! Frequently 'clipped'." 
Horold J. Beeby, Advtg. Mgr. 
Miles Loborotories, Inc. 
Elkhort, Indiono 

STOCKTON-WEST- 
BURKHART 

"It is excellent." 

Richard Kuck, Acct. Dir. 
Stockton-West-Burkhart, Cincinnati 



Y&R 



"SPONSOR serves to keep me in- 
formed on developments." 

R. E. Whitting, VP-Accl. Super. 
Young & Rubicam, Chicago 

FOLGER 

". . . most interesting and infarmotive 
publicotion." 

B. F. Howe, Advtg. Mgr. 
J. A. Folger & Co., Son Francisco 

COMPTON 

"The current picture of notional od- 
vertisers, their commercials and soles 
success is most helpful." 

Lyle E. Westcott, AE 
Compton Advertising, Los Angeles 



K&E 



". . . the most current and complete 

coverage of the field." 

John L. Baldwin, VP & GM 
Kenyon & Eckhordt, Boston 



NL&B 



"Look forword to each issue — infor- 
mative, well written." 

Edmond C. Dollord, VP 
Need ham, Louis & Brorby, Chicogo 

HOEFER, DlETERiCH 

& Brown 

"Without question, I find SPONSOR 
to be the most timely, interesting and 
helpful of all the broadcast medio 
business magazines. Keep up the good 
workl" 

Wallace C. Riddell, Jr. VP 
Haefer, Dieterich & Brown 
San Froncisco 



These quotes typify recent agency /advertiser response to 
SPONSOR'S vitality, force and energy. 

Look at the company names. Look at the names of the top level 
agency/ advertiser executives. Look at what they said. They're 
obviously excited by SPONSOR. They "read" it. They "enjoy" it. 
They "get ideas" from it. They "clip" it. They "route" it. They 
"use" it. The excitement readers are finding in SPONSOR means 
excitement, visibility, and penetrating power for your selling 
story. A new or intensified schedule in SPONSOR will have our 
readers talking about you, too. And more important, buying you. 



SPONSOR 



555 Fifth Ave., New York 17, N. Y. 




VOTING MACHINE 

hi Action m Eastern Iowa 

Time are three candidates in the market, all VHF's. 
Periodically Channel 2 is re-elected.* 

In the coming election year, WMT-TV's news coverage 
will continue to he votewortliy. Facilities include AP, UPI, 
AP photofax, UPI film service, assorted portable TV news- 
fathering electronic haul ware; a director of news sen ices, 
two I V newsmen, one newsman on spec ial political assign- 
ments, three photographers. G5 part-time Eastern Iowa 
news and picture correspondents, and tire nation wide 
Cli.S TV news gathering complex. 

Eastern lowans, about fit)' ' 0 of the state's population and 
purchasing power, keep Channel 2 in olltee — and home. 

* Avttag" Off all uwiirnrr 0/ more than 50% of total homes, 9 a.m. to mid- 
night, Mon. thru bun. (4KB Market h) Market Survey 1 , t eh. -March, 19&3J 

WMT-TV CBS Television for Eostcrn lowo 

Cedar Rapids — Waterloo 

Represented by /he Kali Agency 

Affiliated with WMTAM, WMTfM; K-WMT, Fort Dodge; WEBC, Duluth 
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on merits of agencies 

Research on 150 advertiser attitudes toward agencies 
brings out several strong points: many clients feel a 
need for better media planning, marketing, creativity 



COMMENTS ON AGENCIES BY TOP ADVERTISERS 



**/ think they have developed tr 
commercials — to me that is thv 
outstanding thing. There is a 
freshness and a newness about 
them and they're entertaining." 

"There are many who believe 
//u// an agency should conceit- 
Irate on the creative junctions 
and leave the marketing aspects 
to the client. It is my belief that 
a market'Oriented agency can 
think more broadly about the 
client's problems and has a much 
sounder base on which to 
develop its creativity." 

"/ think they have brought into 
the advertising area a greater 
realization of business aspects. 
Several years ago most ugenc\- 
people u ere more concerned with 
pure advertising communica- 
tion. Today, tlwy have a greater 
realization of price, product, and 
distribution." 

"The research services that are 
available have im proved the 
performance of ad agencies in 
the past five years." 



'"Advertising agencies have 
become far more creative in their 
ad vertising messages than ever 
before — not just in the sense of 
being cutely creative, but rather 
in having appeals which are both 
interesting and believenble." 

"Way doirn deep I don't see any 
im provement in any of them. I 
see them retrogressing. Right or 
wrong, I don't see these agencies 
living with their clients and 
learning their business from 
A to Z." 

"Ail verlising has to fall in place 
after you develop your market- 
ing strategy. This is just like 

building a house you lay the 

foundations and then you add the 
icings and the different rooms."" 

"Tin sick and tired of agency 
kids 26 years old just out of 
Harvard. Cornell, and \ orth- 
uestern trying to tell my staff 
what ice should pay for. I want 
people who are realistic, not 
ticiulemic. The whole business 
is people. That's all it is." 



DtCE.MBtR 1963 
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A c om i oi. vi i \ i s i i m or more 
tknn 150 ke\ marketing and 
advertising executives h\ Xeedhain, 
Louis & Brorln reveals that clients 
think of agencies as a collection of 
parts to he evaluated individually, 
rather than just as "agencies." 

Three advertising agency services 
outdistanced all other in rank of im- 
portance: print creativity, media 
planning, and marketing strategy. 
The executives stressed improved 
creative output as the single great- 
est need. 

Other advertisers see an increas- 
ing need for agencies to provide top 
caliber, highly intelligent, mid ex- 
perienced people to solve their 
problems, others seek better broad- 
east creativity. 

The study, released this week, 
entitled "Major U. S. Advertisers 
Look at Advertising and Agen- 
cies," was initiated by Xeedham. 
Louis & Brorby and executed by 
Forward Research, Inc. of Chicago. 

The objectives of the survey cen- 
tered around the following areas of 
advertiser, opinion and attitude: 

• Attitudes toward a venires, 

• Relative importance of various 
agency jounctions and qualities, 

• Most important improvements 
in agency performance in the last 
five years, 

• Needed changes in agency or- 
ganization, performance, and meth- 
ods. 



Spokesman for the advertisers 
were most frequently directors of 
advertising or directors of market- 
ing. Others interviewed were in 
communications, sales, sales promo- 
tion, and administration. 

The respondent companies were 
reportedly very large corporations, 
many .the largest in their fields. 
Since companies were assured of 
complete confidence if they wished 
it NL&B will not release their 
names. The identity of the respon- 
dents was known only to the partic- 
ular field interviewers and two re- 
search staff members knew their 
identity. Even NL&B does not 
know the names of the advertisers. 

There were four basic considera- 
tions in the selection of advertisers 
for the survey. They were: 

• Geographic location — areas of 
heaviest concentration of national 
advertisers were emphasized. 

• Industry classification — a 
broad range of market interests was 
sought. 

• Advertising expenditures audi 
or commissionable billing — the larg- 
er advertisers were given priority. 

• Individual functions and job 
titles — individuals most influential 
in the evaluation and selection of 
agencies were the target. 

Present clients of NL&B were de- 
liberately excluded from the sample 
in order to explore lesser-known at- 
titudes. 



The advertisers were taken fron 
New York (37^ c ) and Chieagc 
(28 c /c) primarily, as' these tw( 
cities represent the largest conecn 
trations of major advertisers. Otl )C] l 
cities used were Akron, Cincinnati 
Detroit, Kansas City, Milwaukee 
Minneapolis-St. Paul, and St. Loull 

Interviews were complete wrtl 
executives from industries such a; 
breweries, building materials, con 
fectioners, financial, food produdJ 
furniture, household products, lea 
ther goods, medical, men's an* 
boy's clothing, publishing, textiles 
transportation, clothing, and others 

Findings vary ividely 

The study, made earlier this yeaj 
reveals the marketing and adver 
tising executives' impressions of |lj 
quality and dimensions of the ad 
vertising he has been getting and 
more important, the areas in whm 
he will be looking for further im 
provement in the future. 

As expected, there were t.*rj 
points of view concerning what ai 
ad agency should do for its client}' 
Some advertisers want total mm 
keting help (ranging from sales I' 
research) while others want cu 
ative counsel only, in the belief tha 
the advertiser should provide fli 
rest of the marketing function. 

Belief in one or the other of tlisd 
points of view apparently depend 
upon the individual executives pei 
sonal experience, the research^ 
conclude. It was found that \M 
holding comparable jobs in (li! 
same industry had opposite opir 
ions on the services that ageniet 
should perform. 

Closely related to these diflerfi 
points of view, it was found thai 
communications problem oft? 
exists between advertisers and agfi 
ci.es. In main cases there is rail 
understanding as to the services tn 
agencv can and should perform f< 
the advertiser. 

Even in secure client-agency 'R 
lationships, there is evidence -m 
need for improved eoinmunieatHa 
between advertiser and agent'y- 
espeeially agency management, Ir 
securities and suspicions seem t 
arise not so much from what ] 
needed by the advertiser and « 
supplied by the agency, as fist 
what the advertiser expects «» 
docs not make clear, it was aa( 
eluded. 



AGENCY FUNCTIONS 
NAMED MOST IMPORTANT BY ADVERTISERS 



TOTAL ADVERTISERS TOTAL* CHICAGO NEW YORK OTHER 



1. 


Print Creative 


58 


57 


56 


59 


2. 


Media Planning 


55 


57 


59 


49 


3. 


Marketing Strategy 


54 


60 


46 


57 


4. 


Broadcast Creative 


38 


23 


36 


51 


5. 


Account Handling 


34 


33 


41 


27 


6. 


Management of Agency 


20 


23 


18 


19 


7. 


Consumer Research 


17 


23 


8 


22 


8. 


Sales Promotion 


11 


10 


13 


11 


9. 


TV Programing 


10 


3 


18 


8 


10. 


Collateral Services 


5 


7 


5 


3 



° Based on ' r naming in 1st > in importance out of 10 ! : nnvtion\ 



SPONSOR/ lfi DEcrxiBi R U 



llit" mussing iridic which tic 
jut iitK results works to the detri 
iicnt i>t the job to 1m' clone and t lit* 
lik ertiser agency rel.itionsliip. 

Nearly all the executives speci- 
iecl areas ot recent iinpro\ emeiit in 
Burr lis n 114 agencv performance. 
Those ot major importance arc 

• Market inii/snilcs knon -lion 
Here, they ha\ e in mind the a\ .til- 
dnhtv ot knowledgeable people 
Bin are aide to contribute to tner 
ill marketing/sales planning. 

• Research. This area reci >gui/es 
he main activ ities designed to re- 
luct' uncertainty in marketing and 
ich ertisiug decisions. 

• (reutii Hi/. This improv 1 inent 
Hers to an agency s capac itv to 

■Iterate new ideas and comimmi- 
atc them effectively to the enslmn- 
rs. 

Advertisers especially enipha- 
Hxccl impro\ ed creative output. 

Ilrnu'liisioiix must he iivnvral 

The meaning of the research is 
uterpreted as follows: 
The advertiser sees the agencv as 

* pool ol indiv ichial talents which 
night to be, but frequently is not 
upable of sob ing the needs e\- 
veted of it. 

Part ot this problem arises from 
uadcqiiato communication be- 
vveen acb ertiser and agencv Too 
l>ftt'ii. the advertiser expects his 
|) teed s to be either anticipated or 
inclerstood. without having to spell 

* hem out. Just as often the agencv 
hc-edlessb dissipates energy in an 

■ ittempt tt) second-guess the client. 
I More is going to be required of 
ul\ ertisiug agencies in the future. 
Iprtc advertisers will demand a 
iroaclc r range- of over-all market inn 
en ice; others will require a better 
irecd of creativity . 

Creativity and research w ill be 
I'Vpcctcd to carry the burden of the 
icb ertisei s hope for future pro- 
tress. Hesearch-inindedness. if not 
orinal research, has arriveil. To an 
nereasing e\tent. research will be 
Sort of the total process of dcvelop- 
I ug the advertiser's approach to the 
I 'Oiisimier. And creativity, much 
I ike" rcsoarch-nuncledness. vv ill be 
I Nepected from every member of the 
1 ifcncy team. It is no longer re- 
I Strict ed. to the writer and the artist. 
Some advertising agencies, feei- 
ng the need for clear identity in 
■fc contemporary social-business 



ADVERTISER'S REASONS FOR RATING A PARTI- 
CULAR AGENCY STRONG IN BROADCAST CREATIVE 



RESPONDENTS WHO SPECIFIED AN AGENCY 



PERCENT 



Individual creative treatment expression ot specific 

product problems 33 

Capable knowledgeable creative personnel 26 

Produce results motivate buying 22 

Past association/performance reputation 19 

More bold/unique/original 7 

All other comments 19 
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struct mi dedicate themselves to 
developing a rigid organizational 
and operational structure. 

The typical agency s client group, 
with its vv ide- \ ariations in problems 
and marketing advertising needs, 
requires something approaching the 
opposite of that. An auencv, to 
serve a w ide variety of needs, must 
be flexible enough to accommodate 
these' needs — while, ot course, pre- 
serving its basic integrity . 

\dv ertisors vv ere asked vv Inch of 
ten agency (unctions were most im- 
portant as tar as they were con- 
cerned. The relative importance of 
the agency functions was divided 
by the researchers into lour groups 
tm the basis of the number of ex- 
ecutives w ho ranked each of them 
first, second, and third. 

• Outstanding important e: print 
creative, media planning, and mar- 
keting strategy. 

• Intermediate importance. 
broadcast creativ e and account 
handling, 

• Mmlerute importance: ageiuy 
management and consumer re- 
search. 

• Low importance: sales promo- 
tion. t\ programing, and collateral 

serv ices. 

It is interesting to note that main 
agencies did not consider the agen- 
eies involvement in tw programing 
as important. 

Although many advertisers com- 
mented on broadcast creativity it 
vv as only ranked as being of "inter- 
mediate importance in the study . 

I lore's vv hat some of the more (\ - 



minded acb crttsers had to say about 
the medium: 

'Tin talking tv primarily. I as- 
sume thev (agencies) are lumping 
radio and tv . I feel the most elit e - 
the medium todav is tv and con- 
sequently those agencies w hie h cm 
create outstanding commercials can 
stiinnlatf t he sale of thru custom- 
er's product better than if tin v 
w i re superior in their creativ ity tor 
any other medium. Tv is p.u ticiil.n - 
ly effective because it is both visual 
and audio 

"1 rated broadcast creative as the 
most important timet ion because 1 
spend 55' ( ol media inonev in 
broadcast It is the most important 
and the highest impact medium 
and the creative potential of an 
agency has to he at its best in th it 
category ." 

"It's important to me that ci« 
ativ e work 111 the broach asting field 
is excellent. 1 he more t \t < lit nt it 
is the more likelv it is to b< sue c 1 ss 
tul and the more hkeb it is that tin 
agencies will appropriatt more dol- 
lars. ICightv per cent of our ad 
\ertising budget is spent m broad- 
cast, either tv or radio, and with 
that amount ol inonev we want tin 
best." 

\dv ertiser \ reas >ns tor ration an 
.money strong in broadcast t reato e 
w ere primarily individual creativ e 
treatiiu lit express! >n ot specific 
product problems se-e chart 

\tl\ ertise'rs. in gt neral, have scni 
improv enients in acb ertisiug agen- 
cies but tin v are continually look- 
ing for inon in the future. ^ 
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ADVERTISERS 



Avon tv chimes 

signal 211 -million -dollar 

ring in company's till 



World's largest cosmetics company is video veteran 
after 10 years, going from two- station line-up in '53 
to present heft schedule on 220 outlets in tv spot 




Avon and Dreher agency first recruited idealized-housewife representative for tv in 1953 




Time has worked subtle changes in hair, clothes, and Avon products 10 years later on tv 
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Void Avon . . . Avon llama . . 
Avon chama . . . Kavdn lautc 
Whether you say it in French, Spd 
ish, Portuguese, or German, it's 
ringing sound and a nxemorah 
trademark. 

"Avon Calling," however, hasra 
always been an international greg 
ing. It stems from an effort thi 
began on U.S. television in 193 
when the door chime hello starffc 
through the air to become a pa. 
of its first language. 

With 10 years of electronic rem 
tition, the copy line has found 1 
way into American folklore an 
gained a fair claim to the trademai 
hall of fame. The same decade m 
been a period of striking growt 
for the world's largest cosmef; 
company, with the years brackete 
by sales totals that went from M 
million to $210.8 million. 

As Ax on's tv signature went fr.oi 
two stations to national coverage 
the company's share of house-ti 
house sales of cosmetics went froi 
40% to 70%. Assessing the con 
pany's clear dominance in all U> 
sales, whether in stores or homi 
trade observers rank Avon a tlifr 
ahead of the nearest contender,, 

Avon veterans, entering thf 
11th season of video sales calls th 
year, hardly stopped to notice the 
were old hands at a relatively ne* 
advertising art. In fact, they migl 
not have noticed at all, but the U 
niversary was called to their atte! 
tion by the two pioneer stations i 
the line-up. They sent anniversai 
greetings this fall to an aceotn 
that must hold a record for stabilil 
in a medium where advertising pa' 
terns arc still being worked on 
The first two stations v#e?| 
YVCBS-TV, New York, and WBB 
TV, Chicago. By fall 1955 Ave 1 
was in seven markets, 62 in lSal 
and 190 in 1959 on at least S 
stations adding up to 99% eoventi 
of Avon markets. 

Today Avon commercials pk 
50 weeks a year in major inarkel 
and varied schedules in the rctM 
according to market needs. Tl 1 
men who set the advertising fpifl 
10 years ago arc at work today i i 
next week's and next year's seta I 
ules. Both George W. Shine, advt? ■ 
tising vice president of Avon, Arm 
agency Monroe F. Dreher, Itsv* 
been on the job throughout th<3 0 
growth period. 
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While A\on avoids talking about 
dveitishig dollar expenditures, 
yf>2 media records show the cos- 
it-tie house maintained a t up- 
ending record appropriate to the 
lies' eliampiou, with an estimated 
million gross billing in spot tv , 
m than $1 million in magazines, 
iicl eonsiderablv under $100,000 
j radio spot, which has been 
roadeastiug the chimes in New 
ork and Chicago. 
In spite of the highest billing in 
Nineties, the compauv can report 
) stockholders that advertising ex- 
•nditures are modest. W ith a eoin- 
landing sales total in the arithme- 
e, long division for the ad percent- 
er of sales works out to less than 
c. Axon's low advertising-to-sales 
|rtic> is sometimes explained (by 
Iters) on the basis of its method 
distribution, where more of the 
lice goes to support the field sales 
rco than in store selling, where an 
Jvertising budget must work hard- 
la condition the customer. The 
ivance of this point is reduced, 
)\vever, in earning comparisons, 
lie net earning figure of Avon's 
a rest competitor was little more 
an half of Avon's $25 million last 
Sir. 

*eiiu:~raoni traffic 

I Avon's growth in its distinctive 
lling pattern indeed has com- 
anded respectful attention not 
•\y of competitors but of market- 
■ and financial observers gener- 
ic. Direct home sales have held 
..fifth of the cosmetics market for 
arly 10 years. Sharing the home 
Id with two smaller cosmetic 
•uses, Avon last year did almost 
tenth of all U.S. cosmetics busi- 
es, a total reported at $2,109 hil- 
wrt by the Toilet Goods Assn. 
'inditions are ripe now for further 
ins in home selling, experts think. 

Television's part in Avon's sales 
tichinery is to prepare the way for 
I" Avon door chime ringer, as 
•it lined by the company's vice 
psident for advertising and pub- 
1 relations. "We think of our eom- 
l'reials as informal personal calls 
Ulre home about our products and 

* vices," says Shine. 'They prepare 

• velconie for our representative." 
fntrasting the Avon appeal with 
i t of store counter products, he 
Mains that his company's com- 
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Avon's ad vp Shine wants more color 

niercials aren't the "rush-out-and- 
buv" type, but are meant to set a 
favorable selling climate for the 
representative who eventually will 
appear at the viewer's front door. 

Looking hack over the years that 
Avon and tv have grown together. 
George Shine recalls that "with- 
in a year after we started, we found 
that tv was good for us." 

Ten years later, more than 100 
commercials are in the can, but the 
life span for any single one is limit- 
ed by the dynamic character of 
Avon's business. Fashions in pro- 
ducts, packaging, style of a model's 
clothes all are subject to rapid 
change. Because of this, Avon com- 
mercials have an optimum life of 
one and a half to two years, giving 
the advertiser a library of some- 
thing under 20, drawing at any giv- 
en time from a yearly production of 
ten to a dozen. 

Daytime has generally been Avon 
time on television, since tradition- 
ally the line has been aimed at a 
female market. Increasingly, hovv- 
cver, Avon is crossing sex and age 
lines for an all-family appeal, with 
new attention given to teenage and 
men's product potentials. As a con- 
secpience, "Avon calling" also can 
be heard in early ev ening time. 

In common with most of the old- 
time telev ision community, Avon 
regrets the passing of quantity 60- 
second availabilities from spot. "We 
think a minute is hardly enough 
time to tell our story," Shine com- 
ments in noting that Avon and the 
Dreber agency often must buy 10 
and 20 seconds in order to get good 
exposure. 



\ positive apprei i.ition of station 
cooperation in scheduling \\ on 
w here it wants to he howivcr is 
one of Shine's mam points m as 
sessing 10 v ears' e\p* rien< <■ on t\ 
The advertiser s status as r« liable 
customer has worked out to the 
ad\ antage of both seller and buv c r 
of time, resulting in a good working 
relationship, and Shine is happv 
about the avails \v on is able to get. 

Network telev ision, while a pop- 
ular medium lor cosmetics on tv, 
has never been \\ oil's stv !e We 
think we h.iv e a tremendous net 
work of oar ow n." Shine sav s point- 
ing out that the 230-statiou line-up 
.ill but saturates Avon's national 
market. Boston and Houston don't 
watch the same thing, maintains 
the man w hose company has been 
high on prospect lists of network 
salesmen for years. 

Somebody home 

Meanwhile Avon tunes in Boston 
and Houston audiences to order, 
and Shine has evidence beyond 
sales to show that the viewer is 
there when Avon rings the chimes. 
Crowds of neighborhood boys play 
back the copy line, "Avon calling," 
when the advertised representative 
appears on the block to call on their 
mothers. N'etwork tv comedy skits 
parody the line, and it shows up in 
magazine cartoons. Shine is grate- 
ful for the extra advertising impres- 
sions and attributes them to rcpeti- 
tition, plus w idened influence of the 
electronic medium. 

Also under the heading of unex- 
pected phis factors from the adver- 
tising. Avon representatives find oc- 
casional viewers calling them when 
they grow impatient waiting for the 
chimes at the front door. This re- 
action to commercials, while un- 
solicited, is welcome. 

The women in the field who fol- 
low the tv signal into the home now 
exceed 165,000, a select group of in- 
dependent associate's who are most- 
ly housewives. Advertising reflects 
company policv of doing all it can 
to help these representatives make 
sales. The welcome thev receive is 
attested by the steady hold cosmetics 
have in house-to-house sales. ( The 
house-to-house market in all cate- 
gories bulks between three and four 
billion dollars a vear. it is reported 
by Grey Advertising in an issue of 
(■•ret/ Matter newsletter devoted to 
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Two children play First National Bank oj Omaha's neiv "Hank" game for benefit oj 
campaign to promote usage oj the free game, which brings out all bank services 

Omaha bank's give-away game 
teaches users all its services 



ADVERTISERS 

the duur-tn-door market. Fv ideiice 
of Avdii know-how in direct sales is 
its continued growth in a field 
w here .it least two new aspirants of 
the past year quickly dropped by 
the wayside. 

Holding and bettering Avon's 
sales lead means providing the field 
force with a constantly expanded 
and improved line (if products. He- 
eent additions to a list exceeding 
200 products have been the men's 
Tribute line, teenage and children's 
lines, all in addition to annual fra- 
grance and product innovations in 
the women's line. Nine Avon labor- 
atories keep busy with test tube 
projects in product chemistry and 
packaging. 

Marketing marches on. but the 
selling platform is the same as in 
1886 when Avon was founded in 
New York as the California Per- 
fume Co. by the late D. II. Mc- 
Connell. "Our name and signature, 
with quality products and method 
of selling" is Avon's A-B-C for sales, 
as recited by the ad chief. 

This theory has taken Avon by 
its 77th year into nine countries 
with the same front-dour technique. 

" 'Avon calling' sounds just as 
well and is just as effective in any 
country, in any language," Shine be- 
lieves. The visual advertising tech- 
nique is as basic as the sales A-B-C, 
and in countries without commer- 
cial tv the signature films run in 
neighborhood movies. 

Assessing domestic tv possibili- 
ties, Shine thinks his company has 
gone about as far as it can in tv 
spot, geographically. Color is an 
important new element in Avon tv. 
Ware ot what it can do for beauty- 
fashion copy. Shine likes to buy 
color everywhere it is available and 
has been shooting film in color for 
the last tew years. By next year 
three quarters of Vvon's commer- 
cial production will be in color. 
This season \von is telecasting iu 
color on 1 1 stations. Shine's hope: 
'We'd like to see color grow. It's 
a natural lor our business. " 

\s for other elements in the mar- 
keting picture, w hatever it takes. 
\von s ey e is on "our fair share of 
the market." At the moment this is 
a dominant share, and Y\ tin will 
have to put in an augressive 10 
v (Mi s to equal the $17 niillion-$210 
million ascent of the past 10. ^ 



Aciin.i)HK\'s cam k, "A Trip 
Through the Bank" is being 
given away by the First National 
Bank of Omaha, offered free to all 
children in the area as part of the 
hank's 100th anniversary celebra- 
tion. Anyone who comes into the 
hank can get a copy of the game, 
with the offer introduced to the 
public via a three-week schedule 
of some 200 announcements now 
airing on Omaha's three tv stations. 

The announcements are 20-sec- 
ond sound-on-filin spots of a girl 
and hoy playing the game, with a 
voice-over announcer making the 
oiler. The spots are scheduled 
throughout the broadcast clay but 
concentrated in and around chil- 
dren's programs. 

John F. Davis, president of the 
First National, said the game and 
oiler were conceived after a survey 
by the bank's advertising-public re- 
lations agency, Bo/.ell & Jacobs, 
"showed that most of the public 
had little knowledge of the variety 
ol services obtainable at a bank." 
B\| originated and copv righted the 
i;anic and plans to market it to 
hanks in other parts of the country. 

Designed lor children 12 and 
u 'dcr, the game can be play ed by 
two to lour persons. Players com- 
pete to get from start to finish on 
the game's board by movinu for- 



ward the number of spaces iad 
cated by a spinner and follovvrnj 
directions on the square where the, 
land. 

A player may move ahead ( 
others by stopping where the rrtc 
sage is "Need fast service — -Go t 
hank by mail." or he may be slowe 
up by landing on a square tlsd 
reads: "Late auto payment — §kl 
one turn." The game similarly mei 
tions savings accounts, trust depar 
incut, Christmas Club, personalize 
checks, night depository, U. S. Sa* 
ings Bonds, bank drafts, travele 
checks, personal loan and hon 
improvement loan services of tl 
bank. "W hile they're enjoying tl 
game," said Davis, "they will 1 
learning about the many types ■ 
serv ices a bank oilers. 

Adds John Lauritzen, senior vi<j 
president of the bank: "We belie 
this game will bring many no 
laces inside the bank and that mc 
of those who come to pick-up • 
Uame will be adults. We also h 
lieve that iu most homes that hie 
our bank game, mother or fatli 
w ill play the game at least fth 
w ith their children. The game vv 
be retained in main homes I 
years, and it will create very pi 
sonal involvement of impressio 
able children and their parol 
with the First National Bank."' I 
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ADVERTISERS 



ADIO-TV SET 
OUNT EDGES 
IN 



TELEVISION-RADIO OWNERSHIP 
BY GEOGRAPHIC AREA 



% C. Nielsen '63 estimates 
Show tv in 92%, radio 94% 
m homes as of September; 
penetration in South rises 

in mom l' without a radio or tele- 
vision set became an increasing 
iirity in the past year. New A. (-'. 
Nielsen estimates ol l T . S. Televi- 
ion and Radio Ownership as of 
H'ptcinluT 1903 reveal 92 r r ol 
joincs were t\ -equipped, u liile 9 V '( 
lad radios. 
A year earlier. \\V i ol the homes 
d television, while radios w ere 
inind in 94 r r. To <4et the additional 
me per cent, television moved into 
m additional 1 . 1 million homes in 
lie year, hritiging the total to 51. } 
pMJion, while radio added ahont 
Uiree-qnartcrs ol a million, making 
H .September 19&3 total 52.6 mil- 
ion. Tin 1 radio gain was apaee the 
1 irrease in total V. S. homes, which 
Kreascd bv a like amount to 

fe,jS5 1,200. 
ii 

imiin ftswrm near '62 

i With radio, the September 1963 
'erccntages In regions and states 
l 'ere almost identical to the Run res 
f tlie previous year, though the 
itals were up as were total homes. 
¥M\ television homes, like the to- 
il many of the states added about 
no per cent. Exception was in the 

filth. 

As a unit, tv homes in the Smith 
icreased from 86 to SS r c in the 
m* enabling that area to close the 
vp somewhat between it and the 
st of the country. Southern homes 
i tli tv increased from 1962*s 13.S 
illi'on to nearly 1 I.I million. In 
e South Mlantic states, tv homes 
ere up to 6.9 million or S9 r < . 
,ainst some 6.7 million or S7 f r in 
W, Nielsen's Kast South Central 
ea was up to nearly 2.9 million of 
from nearly 2.S million, or 
N% a \ear ago. West South Cen- 
V was at 1.6 million, or SS r r this 
»ar. compared with 1.1 million or 
H in 1962. & 



REGION TOTAL HOMES TV HOMES % 

NORTH EAST 14,030.400 13,282.500 95 

New England 3.237.400 3.066.240 95 

Connecticut 805.300 764.030 95 

Maine .. 286,10 0 266,700 9 3 

Massachusetts 1.532,000 1 503.450 95 

New Hampshire 186,800 174.960 94 

Rhode Island 265.000 254.200 96 

Vermont 112.100 102.1*00 92 

Middle Atlantic 10,793.000 

New Jersey . 1.92/.500 

New York . 5.426.200 

Pennsylvania 3.439,300 

NORTH CENTRAL 16.057,300 

East North Central 11.255.300 

Illinois 3,211,600 

Indiana 1.461.800 

Michigan 2,357,300 

Ohio 3,026,600 

Wisconsin ... 1,198.000 

West North Central 4,802,000 

" Iowa ... 858,400 

Kansas 697.600 

Minnesota . 1,030.200 

Missouri 1,395,800 

Nebraska . 446.100 

North Dakota . 175,700 

South Dakota 198,200 

SOUTH 16,330,400 

Sout h Atlantic 7.762.200 

Delaware 141,500 

District of Columbia. . 256,900 

Florida 1.778,500 

Georgia 1,124.500 

Maryland 933.400 

North Carolina 1.250.100 

South Carolina . . 625.800 

Virginia 1,141.400 

West Virginia . . . 510,100 

East South Central 3,377.000 2,864,220 

Alabama S08.7OO 772,840 

Kentucky 862,800 736.560 

Mississippi ... 571 700 448.440 

Tennessee 1.033.800 906.380 

West South Central 5,191.200 4.585,000 

Arkansas .... 530.600 441.820 

Louisiana 946.600 831.700 

Oklahoma .... 746.900 670.690 

Texas 2.967.100 2.640.790 

WEST 9.272.000 8.552.920 92 

Mountain 2.158.400 1.927.760 89 

Arizona .... 419.100 371,670 89 

Colorado 577.000 524.240 91 

Idaho ... 201.300 183.500 91 

Montana . . 210.900 1S2.280 86 

Nevada 109,200 97,900 90 

New Mexico 276.400 236.710 86 

Utah 262.200 243.520 93 

Wyoming 102.300 87.940 86 

Pacifx 7.113.600 6.625.160 93 

Cal lornia 5.575.900 5 214.520 94 

Oregon 594 500 538,060 91 

Washington 943.200 872 580 Q 3 

CONTINENTAL U.S. 55.690,100 51.255.800 92 

Hawa i 164.100 145 800 89 

TOTAL U S 55.854.200 51.401.600 92 



RADIO HOMES % 



10,216.260 95 

1.859.770 96 
5.103.880 94 
3.252,610 95 

15,053,480 

10.619.590 

3.026.930 
1.362.690 
2,232.260 
2.862.650 
1,135.060 

4,433,890 

802,800 
640,080 
950.290 
1.289.640 
412.450 
160.220 
178.410 

14.366.900 

_6,917.680 

132,630 

229,410 
1.590,850 

978.520 

890.640 
1.093.870 

537.210 
1.014,080 

450.470 
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'Sanitizing Action' 
in Frigidaire push 

A new fall-winter sales theme, "San- 
itizing Action," keys the tv and 
magazine campaign which Frigi- 
daire Division of General Motors 
has launched for its Dishmohile 
automatic dishwasher through its 
ad agency, Kireher, Helton & Col- 
let t, Dayton. 

The tv campaign centers on hu- 
man interest themes which involve 
a mother and her daughter, and 
were tailored to the interests of 
homeinakers comprising the na- 
tional afternoon audienees for net- 
work tv programing, says John J. 
Westerman, Jr., KH&C senior vice 
president and aceount supervisor of 
Dishmohile. 

The advertising, now on the air 
in a pre-Christmas push, features a 
one-minute commercial filmed at 
The Film-Makers studios in Chi- 
cago, translating what Westerman 
terms "a sliee-of-life situation" pic- 
turing mother and daughter, with 
the latter helping load the dish- 
washer and asking about the mean- 
ing of the word "sanitize." 

The basie advertising coneepts, 
says Westerman, encourage home- 
makers and their families ( 1) to 
realize a dishwasher "is long past 
the luxury stage and is now a neces- 
sity" and (2) to buy a Dishmohile 
as an all-family Christmas gift. 
Frigidaire makes a complete and 
varied line of mobile dishwasher 
units, several with a ehopping hloek 
top as is featured in the commer- 
cial. 

The one-minute commercial is 
incorporated into a variety of net- 
work tv programs sponsored 
throughout week-day afternoons by 
Frigidaire on both CBS and NBC, 
Westerman said. lie added that 
black-and-white print advertise- 
ments are being scheduled by the 
agency to supplement the video 
effort. 

Westerman supervised the com- 
mercial production for the agency. 
Creative director for The Film- 
Makers was Dennis Marias. 

Milani's own ad firm 

Mil.ini Foods, of Los Angeles, has 
formed its own advertising agency. 
Golden Pick Inc., to handle its ad- 
vertising. Jim Ward. Milam's ad- 



vertising director, will head up the 
new operation. 

Milan! ended a two-year associa- 
tion with Riedl & Frecde, of Clifton, 
X. J., when that agency elected not 
to enlarge a Los Angeles offiee it 
opened aftcv taking the aceount 
from Cunningham & Walsh last 
January. 

Ward has been affiliated with 
Milani for 18 years and at one time 
handled the account for Cunning- 
ham & Walsh. Advertising expend- 
itures for 1964 are expected to total 
around $600,000, with radio spots 
as the primary medium. 

Los Angeles-based Milani also 
has plants in Chicago. It markets 
low-ealorie products, dressings and 
sauces, and some 600 institutional 
items. It also is affiliated with 
Smithers Sons Ltd., which make 
gourmet, low-ealorie, and low- 
sodium items and approximately 
100 institutional products. 

Sunkist to ABC, NBC 

NBC and ABC television will get 
all of the budget for a 19-week 
eampaign beginning in January by 
Sunkist Growers of Los Angeles for 
its lemon division. 

Participations will be used on 
ABC's Troilmaster for 12 weeks 
starting 1 January, and for 19 weeks 



on NBC's Let's Make A Deal an 
Word For Word beginning 19 Jam> 
ary. Leo Burnett of Chicago is tm 
agency, with Roger Cleary its ac 
count executive in Los Angeles. 

Cost of the tv schedules will tota 
$159,000 out of a $459,000 budge 
set aside for tv promotion in 19 
by Sunkist for oranges and lemon 
Sunkist's overall 1964 expenditur 
for oranges and lemons are expect 
ed to total $4 million-plus. 

Chute named ad mgr, 
at Ralston Purina 

Ronald K. Chute has joined th 
Grocer\- Products division of RaM 
ton Purina, St. 
Louis, as an ad- 
vertising man- 
ager for Purina 
Cat Chow, Pur- 
ina Cat Litter, 
and Instant 
and Regular 
Hot Ralston 
breakfast cere- 
als. Previously 
he was product 

manager for marketing of pedia" 
diet supplements at Mead Johnj 
Laboratories, Evansville. He 
also product manager at Standi 
Brands for six years, responsible f 
dog food and gelatin products. 




Chute 



Atlantic Refining sifts plans 




Execs of Atlantic Kefniing, perennial sponsor of (i p.m. news on Wl'AT, 
visit station's N.Y.C. offices ami studios to plan for coming year. L-r 
are dealer sales supervisor William \V. Caestel: Wl'AT aect. exec Norman 
F. Fhnn; direct marketing mgr. L. Robert Searlc; and district sales mgr. 
Edward I). Smyth. Account is handled via N. VV, Aver. Philadelphia 
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nn Oil gears drive 
for three radio webs 

Three radio networks will get the 
major share of Wvmi Oil ( ,'nin- 
jpjrys S2..1 million reeonl budget 
ill 1901, via the Frwin Wasev , 
wthraufl «Si Hvan «igeuc\ of Los 
ViiUeles. On \'BC, \\> tin Oil will 
use 19S stations with 17 weekly 
commercials lor Xeirs- on the Hour 
ami four for Monitor; CHS (209 
stations) will yet 12 spots weekk'; 
ami ABC (31 1 stations) 20 weekly. 
Wynn's radio network schedule last 
war was confined to XHC's air- 
vvaves. 

The 1961 budget represents a 
IF r increase oxer 1903. In addi- 
tion to the heav v radio network 
schedules, W ynn also w ill use local 
radio and tv spots. International 
advertising will he on n co-op hasis 
| with local distrihntors throughout 
the world. Wynn Oil observes its 
mSS\h anniversary in 1961 and this 
MKvill mark the third straight year of 
I its having scheduled nn increase 
I |in its ov erall budget for advertising. 
Al Flor, a vice-president in 
EWHMl's Los Angeles office, is the 
.mount executive for the Wynn 
Oil Company. 



Senior v. p. Culberg 
elected Schick chief 

flack J. Culherg, senior vice presi- 

lelrt of Hevlon, Inc. has heen 

'beted president, chief executive 

ind a director 

)f Schick, Inc., 
i . u c c e e d i n g 

Robert F . 

□taper. Cul- 
herg joined 

Icvlon early in 

962 as senior 
tee president- 

«i|es and was 
i ubsccpient ly 

untied senior 

[ice president-marketing and a 
neinher of the hoard of directors 
>f Ekco Products Co. Xamed In the 
lousevvares industn as its "Man 

W the Year" in I960, Culherg is a 

i neinher of the Planning Council of 
he American Management Assn.'s 

1 Packaging division ami serves on 
he sales planning and advisory 
•ouimittces of the Independent Pu 
ail Hardware Assn. 

iffiiSOR/lf, lUC.F.MlOK I9H.1 
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t mi sunt i>romi>iii>ii In K rnjl t nitil % ih-inils for tznu rrs llir n n-k-hs it »•<•/, u «<• »/ ii nntl mmk- 
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Kraft tells ad plans to grocers 
with week -by -week fact sheet 

Detailed scheduling of entire consumer ■ products push 



I.n .w r.MMUX KnKVi i:n move in the 
food industn, Kraft Foods lias 
announced to the nation's grocery 
trade the detailed scheduling of 
its entire consumer-products adver- 
tising program for the full 12 
months of 1961. according to mar- 
keting vice president. Chester H. 
Creen. 

The schedule represents the heav - 
iest advertising program ever slated 
by Kraft to sell food and food ideas 
alone. "Of prime importance to food 
distributors is the fact that Kraft 
related-item type of advertising will 
alford opportunities for them to sell 
2.2 1 1 additional food products 
throughout the entire store." said 
Creen. "We are providing our cus- 
tomers with the advance informa- 
tion they have been asking for to 
assist them in setting up their long- 
range promotional and merchandis- 
ing plans." 

"Operation Impact, which is the 
name given In Kraft to this pro- 
gram, w ill reach nine out of ten 
consumers in the I'. S. In the selling 
impact ol 202 full color Kraft ad- 
vertisements i u the magazines 
Ladies' Home Journal. C.ooil House- 
keeping, Look, Woman's Day. and 
Family Circle. The adv ertising m 
these magazines "will present over 
two billion selling messages in 1 96 1 
to the combined readers of these 



publications, ' said Creen. Kraft 
products vv ill be in every issue of 
these five major consumer maga- 
zines and three to five full-page 
Kraft ads will appear in each issue. 
In addition, monthly Kraft ads will 
also appear in Ebony. Sunset. 
Ingenue, and Seventeen. 

"Only half the Kraft advertising 
story is represented In the maga- 
zine advertising campaign," Creen 
said. "Kraft continues to be the 
onlv major food manufacturer that 
sponsors a full hour tv show even 
w eek, all \ ear long. Kraft's show on 
XBC ev erv Thursdav evening vv ill 
alternate between Kraft Suspense 
Theatre ami IVrrv Coiuo specials, 
liv e from different tides m the 
I'nited States eat h month.' 

"This concentrated hnjun I t ani- 
paign ol advertising for Kraft prod- 
tuts vv ill be hacked up throughout 
the conntrv In one of the Invest 
sales forces in the foi h1 industn 
Creen added. "Kraft salesiiu u w ill 
be working for the nation's croc ers 
with a proniotn n laleiidar th.it 
gives detailed promotional inform. i- 
tion on even Kralt prmlin t a \ ear 
in adv anee to allow m.i\imum tune 
to work out int n liaudisinj, plans 
for the r< sail untie Is." 

Kralt Fowls is a division of the 
National Dairv Prodiuts Corpora- 
tion. ^ 
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VIEWERS CAN DO! 




WTMJ-TV weatherman Bill Carl- 
sen gives the eagle eye to this liery 
falcon, fabricated in full out of But- 
ter-Nut coffee cans. More than 100 
hours of work went into its com- 
pletion and won a three-bedroom 
ranch home for Dr. and Mrs. Rich- 
ard L. Rech. It was one of many 



eoftce-can creations — both utilitari- 
an and decorative — submitted in a 
CANtcst promoted on the 10 p.m. 
Butter-Nut sponsored weather pro- 
gram on the Milwaukee station. 
Other winning entries included a 
giant robot, street sprinkler truck, 
hand vacuum cleaner, butter churn 



Broadcast a 

Corporate public service advertis- 
ing is not the rarity it once was. 
But still unique is a small casualty 
insurance company in Michigan 
which devotes more than 90Tr of 
its entire .id budget to promoting 
trallie safety. Started in 1915 by 
William E. Hobb, who sold auto- 
mobile insurance from a horse and 
buggy, Citizens Mutual Insurance 
Co. has participated in trallie safety 
campaigns for main years, notably originating the inan-to-man and dad- 
to-dauglitcr idea in 194!) whereby teenage drivers sign safety agreements 
with their fathers. Company's agency. Roberts? cc Associates applied its 
ad know-liou to the problem ol selling safety. Noting failures of such 
giant groups as the National Salety Council and Automobile Manufac- 
turers \ssn. to reduce trallie deaths, agency concluded that safety slogans 
do not, lor the most part, influence people's actions. An educational and 
factual approach was decided on. Wanting to "show, not preach," Citi- 
zens and Bohertz now hank ~5 r 't of the ad budget in broadcast, primarily 
spot t\ supplemented In spot radio. Actual accidents are shown in 20- 
and fiO-second t\ spots and broadcast in (iO-second radio spots. In addi- 
tion to regular commercials, two (i()-sccoiid iihns featuring Michigan's 
Sen clary of State James M. Hare have been used in prime-time 
weather programs in Detroit and Crnnd Kapids. Cot rrnur Roinney "ill 
also appear in two such iihns. 



ds sell safety 




NEWS NOTES 



Merger rumor denied; Airkcm ha 
flatly denied rumors that it is sect 
ing a merger with another fir 
Company manufactures and djf" 
trihutes Airwick air freshener up 
Airkcm commercial and in dust rl 
odor counteractants in every com 
try of the free world. 

New ad look for Tareyton; All trace 
of soft-sell arc gone from ne\y„. 
Dual Filter Tareyton campaign b 
gun 9 December. The Ameriej 
Tobacco brand recently switches 
from Gumbinner agency to BBDi 
which first broke the "Unswite 
ables" campaign. Where the ije 
copy line is tied in with that theifil 
it takes a much harder tack, hitHn 
home the fact that Tareyton ciggj 
ettes were the first to use activate 
charcoal filters, that they have bee 
available in the dual filter sin 
1958, and that smokers do not If* 
to wait for recent imitators to gs 
national distribution of their brand 
Message is carried in compare 
network tv programs and nidi 
spots, plus major - market new. 
papers. 

Gillette calls halt to "numl 
game:" In the opening gun of 
multi-million-dollar campaign — il 
biggest in its history — Gillette skat 
on the brakes to the steam-rolBn 
trend by stainless steel blade mtJ 
em to predict more shaves per lik# 
than their competitors. "Becatt. 
every face and beard is different 
says Gillette, "only you can fell lid 
many shaves you will get from tl 
sensational new Gillette Staiiiler 
Steel Blade." Instead, the pitch 
hinged on a monev-baek guarfiwft 
that its blade gives "more superb! 
comfortable shaves per blade tha 
you can get with any other bladn 
Via Ma.xon, campaign includes fill 
page ads running in newspapers 
the top 50 U.S. markets, a heijvjf 1 
advertising drive, strong support i 
network and local radio and, 
selected metropolitan areas, oil 
door board and car card display 
The tv schedule includes such muj< 
Cavalcade of Sports events as fl 
Rose Bowl on New Year's OS 
American Football League Chai 
pionship Game on 5 January. §i 
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L< VFL \11-St.n Came on l l ) Jan- 
uit\, .iKo sponsoi ship in niiu' other 
(how s « m\ ci iDv: e\cr\ uiulit of the 

UU'k. 

Ultiilitc iuld Consolidated buy: The 
Uitolite I)i\ isitm of Ford ;nid Con- 
ciliated Ciu.n Corp. have bouuht 
wms'or.sliip of the "N IU Sports 
pccial" series which hows t Janu- 
ry. The UO-mhinte telecast* fwiture 
nil Palmer as host. Autolito order 
m> placrd through BHDO, Con- 
olidated aijeiie\ is Ia'inii'ii \ 
WIS I'll. 

panish ino\ ies 00 Is: Cine Vi\ l.s- 
unol Balhmlinc, a new series of 
iionthh first -rim motion pictures, 
,ls bowed on \\'()H-T\'. New York, 
lonsoved In 1'. Ballantine & Sons. 

cvision for Konvon: A federal court 
.is sustained \ alidity ol three Uon- 
.111 ujs lighter patents, ruling these 
ad heen infringed upon In an im- 
irter and distributor of Japanese- 
vade lighters. U. S. Distric t Court 
>r the Southern (California District, 
cntral Di\ .. supported Honson's 
l.iim that the iniporter-distrihntor, 
lannnaii of California, had also 
)frinued on Honson's "Multi-fill" 
ademark, which eo\ ers the firm's 
as fuel injector. 



«c\v Cchincse agencies: \meel 
>pe, S.A., a subsidiary of Cclanese 
pwp. of America, has appointed 
|"onii<4 cV Hnhieain for its fibers 
ade and consumer advertising in 
'im>pe. Advertising will concen- 
ate on Arnel triacetate yarn. 
J Ylanese Build inn Components, 
• ltd., a new firm which is a member 
I f the Conrtanlds Group, has been 
I >rnied to oiler a new sen ice to the 
i uildimj inchistry, and has appoint- 
I d Grant Ad\ertisi)i<4 Ltd. as anen- 
| \. Company will market the Series 
1 I) ramie of pok vinyl c hloride rain- 
ater Hoods, a soil pipe s\ stem, cold 
ater storage tanks, and \ arions 
tlier sanitan fittings. 

racWr-harrcI salesman: Hoosier 
umorist Herb Shriner will once 
U\u pitch the No. "7** line of anto- 
cnti\e specialties in for du 

♦ftt. Involved are I v. print, and 
ihlic appearances at indnstr\ 
went ions and national trade 
lows. Accord inn to brand sales 
.flayer C. A. Wesl.mcr, one of five 

'ONMR IG dhhirir ]%3 



J 




PERSONALITY PORTRAIT 




v. 



RON 
CARNEY 



W A Pi's personality plus, Ron Carney! 
Ron's quick wit and masterful adlib ability 
make every air minute "fun time. Carney 
style." Better still, Ron's delightful Happy 
Housewife Club with 10.000 card-carrying 
members makes apron-wearing a pleasure 
for thousands of Alabama housewives . . . 
profitable, too. Take a stock of carefully 
selected popular albums . . . an always in- 
creasing listening audience ... a soft spoken 
young man with an imagination that 
reaches from "the breaking point to the 
twilight zone" . . . add WAPI RADIO, and 
you've got Birmingham's better blend of 
listening pleasure. 

WAPI-RADIO 

50,000 WATTS 
BIRMINGHAM, ALABAMA 



WA I'l r.ul o r< prt*t nvd by H« 



0 1 i^ta! C i j arn . !' 



r 



AUVtK I I O L. K O 



1963 t\ commercials featuring 
Shriller was among some 300 mes- 
sages \\ Inch have been shown on a 
test channel during the past two 
years by the producing agency. In 
tele phone calls to measure impact 
of the commercials after showings 
on the test channel, one in which 
Shrincr and bis "Home Town" 
friends promote No. "7" Wax Wash 
broke all previous records in two 
categories — "holding power" and 
"message registration." At least two 
new commercials will be produced 
for 1964, with formats similar to 
those for "63. Several of last year's 
messages also will be repeated. 

Esso roster expands: There are now 
seven stations set to carry Esso 
World Theatre, the series of eight 
one-hour programs from as many 
different countries on literature and 
performing arts. WMAL-TV Wash- 
ington, WBAL-TV Baltimore, and 
WXEX-TV Richmond join WOR- 
TV New York, WHDII-TV Boston, 
WGKR-TV Rochester and WNHC- 
TV New Haven, in the oil firm's 
line-up. Beginning in January, the 



scries will be seen on a monthly 
basis in all seven cities, continuing 
through May, 1964, then will re- 
sume in September, October, and 
November. There will be a repeat 
showing of each program in each 
of the cities, usually scheduled with- 
in ten days of the original presenta- 
tion. The first program in the series 
stars English actor Sir Ralph Rich- 
ardson in England: Puritan Versus 
Cavalier. 

Carbide spring-summer buy: Union 
Carbide Corp. has bought sponsor- 
ship in three NBC TV programs 
from May to July, 1964. The order, 
placed through William Esty Co., 
calls for participations in The Jack 
Paar Program, Eleventh Hour, and 
Saturday Niglit at the Movies. 

Broadcasts' zippy new client: How 
to make the ZIP Code more palat- 
blc to Americans is a major public 
relations problem for the U. S. Post 
Office. Tying in the new address 
system with Santa Claus and then 
pitching the idea to the younger 
set via radio and tv spots is the 



latest strategy. Laurence Naismith 
star of Meredith Willson's musieaJ 
about Christmas, "Here's Love," a 
the voice of Santa in two animatt 
tv and six radio public service spots 
which urge the public to "shop and 
mail early — and use ZIP Code. 
The Post Office went out on a Hri)] 
and assured the kids that they \vij]j p 
receive a message from St. Nick if 
they write to him by 15 December 
at "North Pole 99701" and use their*! 
own VIP Codes in their return ad- 
dresses. 



Special's sponsors: Elgin National 
Watch Co. and Scripto Co. will 
sponsor NBC TV's Jonathan Winters 
Presents: A Wild Winters Night. 
scheduled for 20 February (Thur#.. 
7:30-8:30 p.m.). Both advertiser* ? 
are represented by McCann- 
Marschalk. 

New ad lingo — tv bingo: More than 
800 Mobil dealers of Los Angeles 
are sponsoring a three-week TfSi 
vision Bingo on KTLA Mondjiv 
through Friday (12:30 p.m.). TJjfi 
show is now syndicated in 71 mar 
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st't.s iiiul is produced by Idf.i He- 
jsearch 6c Development Corp. of 
Santa Hos.i. litre's how it works 
>rograin is taped in atK «i lift,* and 
us «i computer sv stem working in 
pwjjmctioii with its telephone to 
If to mine the order ol calls Irom 
nno players holding winning 
'yrds. First culler wins ;i e;ish pn/e 
nd others consul. ition prizes. 
\gency for the Mobil huy is Fuller 
I Smith 6c Hoss, Los Angeles. 

%MC TV advertisers: Block Ding 
1,1 s set its 1961 MIC T\' orders, 
.vhich call for .1 campaign to run 
hroiigh mid - Septemher of next 
car. The drug firm w ill participate 
pi Saturday Sight at the Movies, 
iitcriv.it ional Showtime, Jack Paar 
hogram, and Sinn Along with 
itch. Agency is Crey Adv. Beech- 
tit Life Savers, through Benton 
I Bowles, purchased time in nine 
BC programs — International 
mwtimc, Mr. Xovak, Richard 
none Show, Espionage, Eleventh 
four. The Lieutenant , Hill Dana 
hpw, Saturday Sight at the Mo- 
rn, and Temple Houston. 



\ HI*' appoints six: Advn 1 isiiui Re- 
search Foundation has named the 
lollowmg people to its AMI - ' Tech- 
nical Committee: Arthur S l'earson. 
director of market research, Oro- 
ccrv Products Div ision. llalslon 
Pnritia. John K. Miuplu, directoi 
ol marketinu research. ( !otv . Stan- 
lev T. Frame, director ol marketinu 
research. New Products Division, 
National Biscuit Co., \l\ in \. 
\ehenl).inin, vice president and 
director ol market in g research. Crev 
Advertising. Thomas 1 1. Diuikei ton. 
vice president and research direc- 
tor, Comptou Advertising David 
Inouye, v. p. -research director. 
Dancer- Fitzgera Id-Sample. 

Fx panels hotel exposure: TeleCuide, 
the closed circuit tv network on 
New York's channel 6 will grow 
from 3S.0OO rooms in 13 hotels to 
•15,000 rooms in 50 hotels In the 
first of the year. Started in June 
1962, the service includes an 1S- 
honr broadcasting schedule from 
7 a.m. to 1 a.m. featuring films and 
talks about the city's many sight- 
seeing attractions", news, weather, 



time, and < utrrt.iiinnciit available 
Similar programs lit six dill< r< nt 
languages ( >< rui.iii, I r« nt h ltd 
lan, Spanish. Portuguese .md J i 
p.uiesc .ire broadt .tst mi r i h m 
lie! 3 in the same hotel network and 
on the same I Sin air schedule 
Within a v c ar, Tele( nude hup« s to 
extend its service to over 70 hotels 
in metropolitan New V>rk. Outlets 
in commercial buildings, museums 
transportation centers also planned. 

N EWSMAKERS 

D win D. (aivxi to Ann rieaii 
Cyauainid's Organic Chemicals Di- 
vision as dyes department advertis- 
ing and promotion manager. 

Di.i siKtrr K. Smith to vice presi- 
dent of Tecluiicolor Corp.. heading 
the Consumer Products Div ision. 

Loris B. Amo to BCA as mana- 
ger, programs, BCA Operations — 
The New York World's Fair, respon- 
sible for developing program ma- 
terial for color-tv studio and closed- 
circuit color-tv network BCA is 
operating at Fair. 
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W FA A -TV 

DALLAS 





You'd have your own 'His' and 'Her' mobile television stations ... For HIM: a roomy, 
40- toot cruiser, equipped with two Ampex VideoTape Recorders, a complete power plant, 
six Marconi Mark IV cameras, live tons ol air conditioning ... and plenty of gas. For HER: 
a compatt, 25-foot bus with three Dumont Camera chains and other equipment adequate 
for her modest needs. They're ready to go anywhere, anytime lor any kind of job... 
commercials, programs, or special effects. II you want the Quality Touch, call Petry . . . 



WFAA-TV 



The Quality Station serving the Dallas-Fort Worth Market 
ABC. Channel 8. Communications Center / Broadcast services of 
The Dallas Morning News / Represented by Edward Petry & Co . Inc 
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Chicago Adman Changes 
His Mind About Video 

Head of H. M. Gross Co. felt tv was "too expensive, 
lacks color, merchandising qualities" for food firms 
but later had a change of heart. Here's why he did 



A Chicago advertising agency spe- 
cializing in regional meat pack- 
er accounts lias changed its mind 
about the merchandising value of 
television. And a large part of the 
credit for the conversion goes to 
the Central Division of TvB. 

"'Television is a tremendous mer- 
chandising tool for regional meat 
packers used as we did in heavy 
concentration during a limited peri- 
od for a special event," Harold M. 
Cross, president of II. M. Cross Co., 
Chicago, says now. 

But it wasn't always this way. 
Back in February, 1962, Gross, who 
is also president of the One Forty 
Four Corporation, which syndicates 
advertising materials nationally to 
more than 250 meat packers, ad- 
dressed the Western States Meat 
Packers Association as follows: 

"Telev ision is an excellent medi- 
um to augment newspaper and out- 
door. Undoubtedly, its value as a 
food medium will increase when 
color reception becomes more prev- 
alent. But today, for the average 
small packer, it is too expensive 1 , 
lacks color and lacks the merchan- 
dising qualities of other media. I 
have yet to find a way to get a 
dealer excited about tv programs 
or spots six weeks or six months 
after a tv eampaitin has started." 

When stations hollered lor help. 
I v lis Central Div ision moved in 
and camped on Cross' doorstep. 
"Thcv showed us how to use tele- 
vision intelligently, the same as any 
other medium." recalls Cross, "t'sed 
in large quantities over short peri- 
ods, it's big enough to be pre- 
nien haiulised." 

\ special Fourth-of-|n]v televi- 
sion promotion handled by Cross 
m IOB.1 lor a meat packer selling 
about 20 percent of all canned hams 
in the Chicago area provided the 
proof 



A total of 107 spots were thrown 
against the Chicago market on all 
four tv stations over a 2/2-weck 
period preceding the Fourth. The 
commercials had the same impact 
on the Chicago area that S35 mil- 
lion spent ycarround nationally 
would project. It was a campaign 
which only a handful of national 
advertisers could match. An esti- 
mated nine out of 10 customers 
were reached an average of seven 
times during the campaign. 

Mouth-watering commercials were 
created by II. M. Cross and filmed 
by Morton Coldsboll, winner of the 
first prize in international tv com- 
petition at the Turin, Italy, film fes- 
tival. Shown primarily in minutes, 
although 20 and 10-second spots 
also were used, the commercials in- 
cluded table-top stop motion reveal- 
ing a can of ham "magically" open- 
ing itself and a knife and fork "kiss- 
ing. 

Spots were shown round the clock 
adjacent to shows such as Beverly 
Hillbillies, Alfred Ilitcheock, To 
Tell the Truth, I've Cot a Secret. 
Andy Williams, Ed Allen, The To- 
day Show. Price is Right, johnny 
Carson, Tonight. Concentration. 
Hunflcy-Brinkley, Danny Thomas. 
and many others. 

Proof of the promotion's effec- 
tiveness was threefold, according to 
Cross. Sales of the featured size of 
canned ham leapt 350 percent. Tie- 
in newspaper lineage increased 20 
percent. Wind-up proof was re- 
vealed by Chicago Tribune and 
Daily News consumer panels which 
both showed a considerable jump 
in brand identification for the meat 
packer. 

"Thanks to TvB's help. I now can 
recommend tv as a merchandising 
tool for companies with a limited 
budtfot and limited distribution," 
Cross sums up. ^ 






campaign for regional meat packer on tv with 20% of Chicago market in canned hams helped boost sales on featured size by 350% 





Payoff shot in stop-motion commercials comes after sequence in 
which can "magically" opens itself. H. M. Gross Co. was the agency 
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TOY FIELD CROWDING UP 

Agency chief warns mfrs. to plan for future 'combat' 



Aw AH.M.vc has been sounded to 
the nation's toy manufacturers 
that advertising to children will be- 
come increasingly competitive in 
the years to come, and they had 
better make plans to combat not 
only each other, but industrial giants 
who are entering the children's field 
for the first time. 

Addressing the 47th annual con- 
vention of the Toy Manufacturers 
of the U.S.A., Melvin Helitzer, 
president of Helitzer, Waring & 
Wayne, ad agency specializing in 
children's products, asserted that 
while the U.S. market of over 60 
million children under the age of 
14 seems incredibly immense, "the 
competitive advertising jungle is 
filled with fierce word-to-word 
lighting by skilled warriors." 

Against the entire toy industry's 
$55 million spent in tv advertising, 
the first three soft drink companies 



alone spend $30 million per year, 
the top 10 candy companies spend 
$40 million per year, and the big 
six in cereals spend $50 million a 
year. 

In addition, according to Helitz- 
er, a toy manufacturer will soon 
compete for a child's attention on 
tv against major corporations who, 
today, are just learning to exploit 
the children's field. 

He pointed out that Sterling 
Drug has entered the children's 
market with a new citrus flavored 
aspirin; Alberto-Culver is now test- 
ing a new children's toothpaste 
called Mighty White; Golgate 
Palmolive is producing children's 
toothpaste and bubble bath soap; 
Lever Brothers will shortly intro- 
duce new children's food products; 
General Electric is planning auto- 
matic tooth brushes for children; 
Sony has a new children's transistor 




radio; General Foods, besides it 
Post cereal line, is using children*! 
advertising media to plug its pe 
foods; Texaco uses a toy fire true 
as a heavily advertised premium, 
and many other skilled advertiser 
use children's tv to sell fountain 
pens, used cars, and even a moving 
van service. 

To compete, said Helitzer, .tlx 
toy manufacturer must secure ad 
vertising talent that knows the chil 
dren's field intimately, Knowi.: 
how to overwhelm a child with ad 
which misrepresent is no credit f 
anyone, Helitzer said. The probler 
is good taste and dignity, as we 
as effectiveness. 

He suggested that toy firms ■©§ 
compete against Goliaths on ll 
equal basis if they do not try 1 
blanket the country with a banc 
kerchief budget. 

"Compete only in the market 
where you can afford to do a soli 
job," Helitzer stated. "And y^d 
answer may not lie in tv, but i 
local newspapers, children's maa 
zines like Jack h Jill, and point t 
sale demonstrations." 

He told the convention that 
toy manufacturer must know 
his advertising advisors just \v k 
it is that motivates the consunj 
and no market requires more spc 
cialization than the children's ma 
ket. 

"In fact," said Helitzer, "the moi 
we specialize, the more we leant ^ 
must dig deeper into every phase* 
children's marketing." He said 1 
was wary of Fred Allen's definitJc 
of an advertising specialist as 
person who knows more and raoi 
about less and less, until he knov 
everything there is to know abgi 
nothing! M 

I 

McDermott expanding 

The McDermott Co., national pal 
lie relations firm, is taking \nxp 
quarters in New York and no 
spring will open offices in L<li# 
and Home in a major expansfi 
move. Pat McDermott will go 
Europe by 1 March to open the r 
fiees there. 

In addition, Miss McDermott ;J 
uounecs the appointments of M 
thony DiMarco and Roy C. 'Ou*> 
as vice presidents, effective 1 }a 
nan. with DiMarco becoming'* 
rector of all creative services, ai 



Frontier village ropes agency 




Hoarding stagecoach at Frontier Village, San Jose's new western-style 
family amusement park, are (1-r) Edward K. Mutton, Jr., its ad-puhlicity 
mgr.; Joseph Znkin, Jr.. president of the park; and Steve Daly and 
Ta\ lor Chamhers ol Lour Advertising, its newly named agency. Daly, 
a v.p. of the aucney, serves as aeeount supervisor with Chamhers as ac- 
count ever. Tv and other media will he used for special promotions 
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Gin % rr dirrrtur of administration 
and personnel. 

DiHhimi lias Invn with the com- 
pany for sev en \ears, supervising 
meti units ranging Iroin tv exploita- 
tjou to industrial public relation*, 
pnyver joined tin- MeDerniott Co. 
in I960 alter ten \ ears ol indiistri.il 
p r. experience. 

Personnel execs feel: 
no time to train tyros 

Advertising agency personnel men 
believe: thev have no time to train 
college men, few hire directly from 
college, they will hire, if the appli- 
cant has gained some business ex- 
perience with a prospective client. 

These arc the conclusions of a 
survey, presented to marketing stu- 
dents at Manhattan College In Al- 
fred J. Hl.ikc, vice president. Thoin- 
B Patrick McMahon, publicity 
consultant to the food industry. 
Blake made a survey of 45 large 
advertising agencies before telling 
students of the college's business 
school how to get a job. 

"Frankly, they don't want you 
now. Your college degree is no 
loiagcr important, unless it's a mas- 
ter's degree. Right or wrong, agen- 
•ies think they're too small a busi- 
ness to providing training." 

Most common faults of agency's 
applicants, personnel managers told 
Blake: "They don't do their home- 
work; they don't know the agency 
business and we haven't got time 
to teach them. - ' 

The best solution for applicants: 
Get a subscription to a trade paper 
a year before you apply; you'll have 
the conversation, if not the knowl- 
edge; get a job with an agency's 
ustomcr — you'll have the knowl- 
edge if not the conversation. Don't 
Iry to get a job as an account man; 
try a job, like copy or art. that 
diows an agency profit." 

8 measuring variances 

pitch t variances often account for 
dim •rences in audience estimates 
or the "same" program, says Dr 
John Thayer of the American Re- 
search Bureau, who listed the areas 
4 a which they occur as: measure- 
ment techniques; sample size; area 
himsured; sampling; number of 
broadcasts surveyed; tabulation 
procedures; and seasonal, geo- 
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All but 1 Maradel subsidiary 
at Mogul Williams & Saylor 

Comptone account is company's latest shift to MW&S 
in move to consolidate consumer prods, at one agency 



M am una. i'hoih errs has made still 
another nunc to consolidate its 
consumer products division within 
one advertising agency. George J. 
Abranis. president of Maradel, has 
announced that Mogul Williams c< 
Saylor has been assigned the com- 
pany's Comptone subsidiary, a ma- 
jor American producer and im- 
porter of high-quality sun glasses. 

In addition, Maradel s subsidiary. 
Commerce Drug Co., has assigned 
the English niarketinu of "CKtrev" 
a geriatric vitamin-mineral supple- 
ment, to M\Y6cS" affiliate in Eng- 
land: Dudley Turner 6c Vincent. 

Comptone will introduce its new 
"Oleg Cassini Collection" of im- 
ported high-fashion sun classes 
i$3.00 to $25.00 retail) at a cham- 
pagne breakfast in January for ma- 
jor market women's page editors 
attending the annual New \ork 
Couture Croup Press Week \\ trams 
will co-host the event with Cassini 
The internationally know n (Cas- 
sini. who w ill be featured promi- 
nently in all advertising and point- 
of-sale material, is also scheduled 
to make personal appearances in 
department and specialty stores in 



major cities as part of the promo- 
tional program for the imported 
line. 

An advertising campaign is now 
being developed for both the Comp 
tone domestic line of sun classes 
and the Oeulens imported collec- 
tion, according to Abranis. 

MW&S began its association with 
Maradel when the eoinpanv was 
organized early last year. At that 
time, the agency was a»igued sev- 
eral major subsidiaries, inehidinu 
the Theon Di\ ision for its Lashbrite 
eve makeup line. Beautc-Vues Di- 
vision for assorted hair prepar i 
tions. and Bedeem.i. the skui- 
sjuooihing treatment cream. I n 
July of this \ear, the eompam de- 
cided to consolidate the bulk of its 
lnulti-millioii-ilollar ad\ ertisine 
budget in one acencv . uluili 
bronchi additional Maradel billings 
to \I\W\S. including the Sallv Han- 
sen Nail Products line, Tender lap 
lipstick and Life Home l'< rm.meut 
The latest consolidation ni< >v rs all 
Maradel subsidiaries, with the ex- 
ception of the domestic division of 
Commerce Drue into Mocul \\ d- 
li.mi & Savior. ^ 
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graphical, and competitive pro- 
gram changes. 

Speaking before a graduate mar- 
keting seminar at U. of Pennsyl- 
\ am'a. Thayer, who is technical di- 
rector for Market Reports at ARB, 
a division of C-E-l-R, stated that 
each of the four measurement tech- 
niques in use is really measuring 
something different — set operation 
in one case, what people said in 
two other techniques, and what 
people wrote in another situation. 

In his discussion treating the uses 
of audience measurement, he men- 
tioned four prevalent "misuses" of 
the data provided by rating serv- 
ices: use of ratings out of the en- 
vironment in which they were ob- 
tained (applying a local rating na- 
tionally), use of a rating in a vacu- 
um (ratings alone do not do the 
whole job when appraising a 
show), misstatement of audience 
data in trade advertisements, and 
use of data as exact figures rather 
than estimates. 



Donald Wallace a v. p. 
at Benton & Bowles 

Donald T. Wallace, executive pro- 
ducer of television programing, 
has been elected a vice president 
of Benton & 
Bowles. Wal- 
lace, who join- 
ed the agency 
in 1947, was 
formerly a free- 
lance writer 
and a nevvs- 
w liter for 
KOI L Radio, 
Omaha, lie is 
p r esently i n 
charge of pro- 
gram supervision and new program 
development, also the executive 
producer of The /u/gr of Xi'^ht, a 
Benton & Howies television series. 
Wallace, an infantry captain dur- 
ing World War 1 1 , was awarded 
the Brou/e Star. 



NEWS NOTES 

Production house in Dallas: Studio 
Ton Productions, headed by Mike 
I '.isler. has set up shop offering the 
lull compleini nt ol eommereial- 
ui.ikiii'4 services, including custom- 




Wallace 



ized musical commercials; radio 
and tv IDs; creative services such 
as radio libraries; Tv animation and 
stop-motion; syndicated tv pro- 
grams; studio recordings; and a 
complete sales, programing, and 
promotion service for radio stations. 
Tom Merriman heads the creative 
staff as musical and creativ e direc- 
tor. His musical productions for ma- 
jor accounts include Borden's, Frito- 
Lay, Austex Chili, Lone Star, and 
Pearl Beers. 

Toy giant to North: Remeo Indus- 
tries, a pioneer in the extensive use 
of toy tv advertising, has appointed 
North Advertising, effective 1 Jan- 
uary. The 1964 budget will remain 
primarily in tv, network and spot, 
children's programing. Print and 
catalog will also be used. Former 
agency was Webb Associates. Other 
account switches include Black, 
Sivalls 6c Bryson, Kansas City, to 
Buchen Advertising, Chicago; com- 
pany spends over $400,000 to pro- 
mote its agricultural and industrial 
equipment, and power lawn mow- 
ers. The Savoy Hilton Hotel, New 
York, to Pritchard, Wood; ad plans 
call for some radio and tv, in addi- 
tion to newspapers, magazines, and 
specialty publications. Dot Reeords 
to Ellington 6c Co., Los Angeles; 
Richard Ilartvv icb, manufacturer of 
quality wigs under the brand name 
Perma-Coif, to Johnstone, Inc., 
agency specializing in women's in- 
terest products; Tip Top Tailors 
Ltd. to Cockfield, Brown, Toronto; 
W. 11. Nieholson 6c Co. of Wilkes- 
Barre to The Ullman Organization. 
Company manufactures steam 
traps, strainers, and welded floats. 
Fox-Bilt Homes, Plymouth Meet- 
ing Pa., to Wermen 6c Schorr. 

Agency umbrella widens: Smith 6c 
Dorian set tip its 13th and 1 4th 
agency facilities, as Smith 6c Dorian, 
Toledo, and Smith/Dorian/Cuerin, 
Miami. Agency's goal, according to 
chairman Edward Robinson, is "to 
become America's only true nation- 
ally coordinated local-impact adver- 
tising agency." with about 40 sup- 
porting offices. Combined billings 
ol the current 1 f agencies exceeds 
$13 million. Other supporting agen- 
cies besides Toledo and Miami in- 
clude Smith, Dorian & Copley, Bos- 
Ion: Smith is; Dorian. Los Angeles; 
Smith. Dorian 6c Robinson. Phila- 



delphia; Smith, Dorian 6c Srago 
Dallas; Smith, Dorian 6c Srago, Qk 
lahpnia City; Smithj Dorian 6c Wal 
drop, Atlanta; Smith, Dorian 
Zandi, Las Cruces. 

New horizons for Forward: Ruber 
H. Forward, veteran broadcast ex 
eeutive most recently general man 
ager of KLAC (AM 6c FM), La 
Angeles, has formed his own 
to specialize in areas of business fn 
vestments and communications eon 
suiting services. First client is Mel 
rorhedia, which recently purchasfti 
the Los Angeles stations. Forwaw 
and Mortimer W. Hall, form; 
KLAC owner, have purchased 
large parcel of land in San DtCfl 
through a subsidiary concern, 
Forward-Hall Company. Forwal' 
and Metromedia president 



Kluge also are initiating sever a 
joint ventures outside the hroadcas 
spectrum. In 1962, Forward wo* 
the coveted Los Angeles 
"Radio Executive of the Yfajc 
award. 

Buchen to re-locate: Buchen Adv 
will move its Chicago office 
completion of a new building a 
10 South Riverside Plaza, Buehelf 
lease in the new building 'te £ 
estimated $1.5 million. The ageac 
was one of the first tenants in it 
present building, 400 West 
son St., built 33 years ago. 



NAAN adds two agencies: The m 
tional Advertising Agency Net wop 
a co-operative group of agencies t 
exchange marketing and media ii 
formation, research, and product i<> 
service, has added Lowe 6c SfeJrtiS 
Atlanta, and Ted Menderson Co 
Cincinnati. This brings NAAX hil 
ings to $66,658,344 from 1,356 M 
eounts. Similar network, The Wt!!', 
era States Advertising AgensH 
Assn. (WSAAA), with beadqqarfa 
in Los Angeles, added three age 
cics in San Diego, Sacramento, au 
Phoenix as affiliates. 

C-E wins women's vote: Camphfj 
Ewald was the only advertM(| 
agency honored for its "signjfen 
contributions to the advancema 
of employed women" by the & 
tional Federation of Business mU 
Professional Women's Clubs. P' I 
tieularly cited was the recent nan | 
ing of Chevrolet a e Genevifv 
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( lap) 1 1. 1/./. ml to \ u*r- piesident. 
lanipbell-Kwald s (I i s t .1 1 I side 
KM boasts of IS kev positions, 
f'here arc li\ e copyw Titers .mil art 
lirectors. Others .ire m the iner- 
liandi.siug department. t\ . market- 
ng, .iikI research. Se\ i'ii .ire in ad- 
niuistrativ e work. Looking toward 
he lutnre. u omen seem destined 
i) pl.i) an iiH i rnsinnly important 
ole.it the Detroit agencv. In C-K s 
litem prom.im, which oilers ou- 
lie-spot training to college stn- 
leuts, 50'' of the writeis ami ai t- 
sts are uh Is. 

M\h\n the Loop; William Hart 
Mler. loeated in the heart ol ( !hi- 
Ipgo's hnsiness district lor the past 
\ \ ears, is mo\ i 1 1 «_l its olfiees to siib- 
rhan Skokii*. \ddress is 6' 1 Old 
Irrhard. 



stair contest: U * Vs search for 
|ffe> 1961 Advertising \\ oman of the 
l»ar has begun. Mrs. I- ran Harris. 
pVj-AM-TY, Detroit, has heen 
liosen general chairman of the 
vent. The Advertising Woman ol 
he Year award, "highest profes- 
i bnal award given to advertising 
I .omen." honors the distaller "con- 
1 ibuting most to the prestige of 
I II advertising." The award w ill he 
1 resented during A I' \'s next na- 
[ onal convention, in St. Louis 7-10 
il iriie. 



N EWSM AKERS 

Lloyd X. Xi vv\i w to vice presi- 
ent of Howard (Jha.se Assoc.. con- 
iltants in national and interna- 
onal industrial, economic and 
jiblij affairs. 

RoiTHT TllOW HHIIX.I to visual 
ammnnications director of |ohn 
'lo\ nahan <\ Co. He was w ith Cnn- 
ingh.un & Walsh. 

1 I II l i \ I a i>o\ to Clinton F. 

• rank in Los \ngelcs as broadcast 
iperv isor. She w as tele\ ision ad- 
•rUsin<r .idministrator with Mattel. 
ic. 

Ln Hi ii.i.\ resigned as account 
'■pen isor with Frw in. Wasev . 
iithranlf \- Bv.m in San Francisco 

* take a similar post with Ilixson 
Jorgensen of Los Angeles. 

1 H. Hr\m Shim- to director of 
diistrial marketinu for Robert 
liekie c\ Co. in Alabama. He was 

a account e\eenti\ e with kirchci. 



I lelton iN ( 'ollett m Da\ ton 

\1 \IHIN H(K ki v to pi mi ip.d ol 
( uoss c\ Hohei ts is, Hot kev <>l San 
Francisco. 

John D. I) \\ is and Wnnwi II 
Wi iiiii Munis i to \iie presidents ol 
\le( .'auii-F.rickson 

D\\ (kioniiK 1 1 to manager of the 
new Iv formed petroleum division 
of Trac\ -I ,m ke in Dallas. 

(a ( ii K. Hi \ni'i \ and Tiiom u 
J. Fvkhviiv to v ice presidents ol 
Ketehmii MacLeod <\ ( a ov e. Pitts- 
burgh. 

In \\( i s ha h to account e\ei u 
ti\ e w ith Chirnrg i\ (-'.urns. She w as 
assistant fashion publicity coordina- 
tor w ith | P. Ste\ ens «N (.'o. 

C vm K. I li\o\. IU i k >i en H Pi ir/ 
and Hk ii \nn \\ i i\i n to \ ice presi- 
dents ol Leo Hnriiett, Chicago. 

Don \i i) F, \h Cuni ss to ( lev ei , 
Moicv, Ballard as account execu- 
tive. I le w as supervisor ol Aubrev . 
I'inlav , Marlev <S- Hodgson. 

Kim vim \\ . In is n h. |n. to the ac- 
count serv iee stall ol William 
Schaller Co., West I lartlord, Conn. 
I le w as foi inerK with Craccman 
\dv ertising. 

Do\ ki i i v to account superv isor 
of Klosterman. (lagan & boss of Los 
Alleles. 

K vm, M. Cm "km-, u to vice presi- 
dent of Davis, Johnson. Mogul c\ 
Coloinhatto, Los Angeles. 

Lvcju "/a v Ki Mi'iai to senior vice 
president of Albert Frank-Cuenther 
Law - in San Francisco. 

J vc k Mu i i n to the Los Angeles 
office of Footo, Cone <N- Belding as 
account executiv e, lie w as w ith the 
Mexico City office of Renvoi) <\ 
Fekhardt. 

Hon vi i) L. Sni i d to manager ol 
\. W. Av er t\ Son in I lonolulu. 
succeeding \i v n W. Knh.ut w ho 
has been transferred to the Chicago 
office. 

Hi UN viu) H vi'P vroiri to research 
superv isor at Snlliv an. Stanffer. 
Colwell. c\ Bayles. 

J \< K. Hoi.ra ii to \ ice president of 
\ew man-Martin in \evv [ersev . 

Don vi, Ii II. \ ii v oi i) to v ice presi- 
dent tor marketinu iu the Los \n- 
geles olfice ol Food , Cone Ov H< Id 
nig, 

|oiin 1 1 vssi i i to vice president 
at I lixson fc Jorgensen in Los \n- 
geles, 

Horn in C Wiiii wis to office 
manager of Lemien c\ New ell in 
San I - r. incise o. He succeeds M vn- 
Ml vi. i |. W I K.l I 




ABI LITY in the areas of Audi 
ence. Program and Personality Promotion. 
Exploitation, Contests, Publicity and Imag- 
inative Sales Promotion. A programming 
and production background enables me to 
aid in the creation, production and promo- 
tion of the Product — Programming! 

FLEXIBILITY gained thru 
experience in both radio and television 
thru associations with some of the indus 
try's top leaders, including the nation's 
top Group operation. 

REFERENCES include: 

"I'd just as soon, Mr. Enthusiasm, not 
relocate in the Dallas market." 

Casey Cotilmia, Promotion Manager 
WFAA TV. Oallas. Texas 

Resume, samples, and other information 
sent in strictest confidence. 

BOX 39 
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TV MEDIA 



Spot tv third quarter up 23.1 

Nine-month gross time billing estimates for the medium in 1963 put at $628,2 millior 
in comparison with the $523.5 million reported for the same period a year agi 



SOURCE: TvB/Rokauaugii 



SPOT TV GROSS TIME BILLINGS 





Jan.-Sept. 1963 


Jan.-Sept. 1962 


Agriculture 


$ 910,000 


$ 695,000 


Ale, Beer & Wine 


52,215,000 


43,067,000 


Amusements, Entertainment 


2,309,000 


1,708,000 


Automotive 


24,167,000 


16,842,000 


Building Material, Equipment, 
Fixtures, Paints 


3,140,000 


2,086,000 


Clothing, Furnishings, Accessories 


10,038,000 


5,627,000 


Confections & Soft Drinks 


52,665,000 


39,177,000 


Consumer Services 


19,141,000 


17,113,000 


Cosmetics & Toiletries 


65,618,000 


53,951,000 


Dental Products 


12,212,000 


13,789,000 


Drug Products 


44,765,000 


33,985,000 


Food & Grocery Products 


156,882,000 


136,395,000 


Garden Supplies & Equipment 


1,802,000 


933,000 


Gasoline & Lubricants 


24,200,000 


21,072,000 


Hotels, Resorts, Restaurants 


642,000 


496,000 


Household Cleaners, Cleansers, 
Polishes, Waxes 


23,246,000 


21,540,000 


Household Equipment, Appliances 


5,049,000 


3,517,000 


Household Furnishings 


1,943,000 


1,602,000 


Household Laundry Products 


48,165,000 


43,905,000 


Household Paper Products 


12,620,000 


8,011,000 


Household General 


5,559,000 


5,570,000 


Notions 


137,000 


160,000 


Pet Products 


8,088,000 


8,093,000 


Publications 


1,972,000 


1,943,000 


Sporting Goods, Bicycles, Toys 


3,528,000 


4,811,000 


Stationery, Office Equipment 


648,000 


365,000 


Television, Radio, Phonograph, 
Musical Instruments 


393,000 


310,000 


Tobacco Products & Supplies 


28,697,000 


22,388,000 


Transporation & Travel 


8,717,000 


4,849,000 


Watches, Jewelry, Cameras 


2,397,000 


1,955,000 


Miscellaneous 


6,342,000 


7,498,000 


TOTAL 


$628,207,000 


$523,453,000 



I' 



Spot tv may be having its sale 
problems in the fourth quart© 
of 1963 (see spoxsor, 9 December) 4 
but on the strength of the first pinX 
months, there's little doubt that lo 
the year the medium will set a nev 
peak by a wide margin. 

Third-quarter gross time esti 
mates, released by the Televisioi 
Bureau of Advertising today, sho\ 
$185,330,000 recorded in the perl 
od, against $151,922,000 in the life 
quarter of 1962. The 1963 toi 
includes reports to N. C. Roro 
baugh from 368 stations in 19IC1 
348 a year ago. Analysis of 318 St 
tions reporting in both 1962 an<j 
1963 third quarters shows an in] 
crease of 23.1%, an almost unprtj 
cedcnted surge. 

Nine-month totals, compiled b 
sponsor, reveal gross time expend 
hires of $628,207,000, compare, 
with $523,453,000 in the Januar 
September period of 1962. For 
year, the medium is certain to ^ 
well above $800 million. Food tij 
the list. 

In the nine-month span, all c j 
the major product classification] 
showed increases. The largest coif 
tinued to be food and grocer)' prij 
ducts, with 1963 nine-month giGa 
billings at $156.9 million, again: 
$136.4 million last year. Cosmetic 
and toiletries were a distant scconl 
with $65.6 million, against $54 reu] 
lion last year, followed by coiiie 
tions and soft drinks at $52.7 mi 
lion vs. $39.2 million a year ag 
One classification on the deelir 
was sporting goods and toys, wit] 
$3.5 million this year against 
million last year. The category 
mostly toys, an advertising grew 
which has made increasingly hea\ 
use of spot tv until this year. 
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Among the* major advertisers. 
Proctor i\ Gamble widened its s>j>ot 
tv leadership {his. \ car in the first 
nine months, with gross time bill- 
tUUs »>f $51.1 million, auainst $19.5 
million last year. 

The edge in this instance was 
made greater with the inclusion of 
j. A. Fobger hillings for the first 
time, following the company's 
acquisition by P & G. 

Among the major spot advertis- 
ers. Colgate Palmolivo also jumped 
substantially ahead from last year's 
7 SI 7.3 milion to 8:22.2 million. Cen- 
iS> cral Foods, in third place, increas- 
™<il from $13. 1 million to $20.1 mil- 
' lion. 

Other companies making hig 
gains were: Bristol-Myers from 
WA million to $16.3 million; Al- 
, berto-Culver from $S million to 
M 1.3 million; General Mills from 
$7.1 million to $11.1 million, Amer- 
ican Home Products from $7.3 mil- 
lion to $10.7 million. 

In the third quarter alone, two 
new advertisers made their way 
on to the top 100 ranking. They 
, Mere: Metro-Goldwyn-Ma\ er at 
, ^61,600 and Wallace & Tiernan at 
M2 1.900. 

s f altar ro Imdgets high 

Other third quarter advertisers 
showing material increases were: 
American Tobacco from last sear's 
( f#l?7,100 to $2,025,000; brown & 
Williamson from $211,300 to $1,- 
293.300; General Food* from $3.- 
191.600 to $7,751,600; John Han- 
cock Mutual Life Insurance from 
mm to SS00.500; Liggett fit Mvers 

, Tobacco from $706,900 to $2,336.- 
100; Hoyal Crown Cola and bot- 
tlers from $269,200 to $1.07-1,000 

" and Shell Oil from $S0 1.000 to 

taviai.ooo. 

Third quarter 1963 fi mires from 
TvB Rorabauuh also showed great- 
er use of announcements propor- 
tionately, with declines in program 
mc. The 19f>3 third -quarter uross 
; mine estimates for announcements 
it -1152,552,000, or M5"i of the total 
', MSftparcd with $1 20,1 S 1.000 or 
last year. Program bin inn to- 
,' tals were $1S.307.000 or 9.9^ in the 
bird quarter this Year, compared 
1 .villi $15,617,000 or 12.3 r 'r last > ear. 
v IP's also fared less well with $1 1,- 
- HI, (XX) or 7.6 r c in the quarter this 
versus $12.S2 1,000 or S. I^c a 
f .•».» a qo. ^ 
i 
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TOP 50 SPOT TV ADVERTISERS 





Jan.-Sept. 1963 


Jan.-Sept. 1962 


1. Procter & Gamble' 


$54,128,000 


$49,483,800 


2. Colgate Palmolive 


22,216.300 


17,304,100 


3. General Foods 


20,439.000 


15.421,100 


4. Lever Brothers 


16.606.900 


14,934.900 


5. Bristol-Myers 


16,305,700 


9,383,900 


6. Wm. Wrigley, Jr. 


12,964,500 


11,504.300 


7. Alberto-Culver 


11,289,000 


8,072,500 


8. General Mills 


11.093.200 


7,139.500 


9. Coca-Cola/Bottlers 


10,919.800 


9.406.700 


10. American Home Products 


10,710,800 


7,334.300 


11. Warner-Lambert Pharm. 


8,207,700 


5,699.100 


12. Kellogg 


6,998,400 


5.246.700 


13. P. Lorillard 


6,577,700 


7,799.600 


14. Jos. Schlitz Brewing 


6.160,400 


4.739,000 


15. International Latex 


5,551,500 


2,274.800 


16. Standard Brands 


5,469.400 


7.067,600 


17. Ford Motor Dealers 


5,449,500 


3.761,500 


18. Continental Baking 


5.381,200 


4,416.000 


19. Pepsi-Cola/Bottlers 


5.271.500 


4.137,800 


20. Miles Laboratories 


5.249,600 


4,971,400 


21. Anheuser-Busch 


5,215,200 


3,535.900 


22." Gillette 


4,918,200 


4,665,200 


23. Campbell Soup 


4,905,300 


3.924,900 


24. General Motors Dealers 


4,882,700 


3.448,400 


25. Shell Oil 


4,743,200 


3,472,900 


26. Liggett & Myers Tobacco 


4,544,000 


3,966,200 


27. Philip Morris 


4,521,300 


5,293,100 


28. Food Manufacturers 


4,506,600 


3,955.800 


29. Avon Products 


4,385.400 


3.772.600 


30. American Tobacco 


4,317,500 


1.317,500 


31. Carter Products 


4.270.600 


3,529,800 


32. Corn Products 


4,167.000 


5,807,300 


33. Simoniz 


4,119,900 


3.417.600 


34. Ralston-Purina 


3.897,900 


2.601,000 


35. Pabst Brewing 


3.880.000 


3.250.300 


36. R. J. Reynolds Tobacco 


3,846,000 


2,218,900 


37. Beech-Nut Life Savers 


3.649.300 


1.4S5.700 


33. Canadian Breweries 


3.436,100 


2.785.890 


39. Menley & James 


3.404.100 


1.260,700 


40. Chrysler Dealers 


3.030.200 


2.091,000 


41. National Biscuit 


2.932,600 


1,115.600 


42. Helene Curtis 


2.909.300 


2.373/00 


43. Brown & Williamson 


2.886.200 


453.400 


44. Socony Mobil Oil 


2.880.500 


894,600 


45. Sears Roebuck 


2,734,200 


1.768,700 


46.~Royafc7own Cola/Bottlers 


2.712.000 


961.000 


47. Chesebrough-Ponj's 


2.508.300 


2.153,600 


48. Theo. Hamm Brewing 


2.457.400 


1 443.700 


49. American Motors Dealers 


2.227 90G 


1 681.200 


50. National Dairy Products 


2.215 800 


1 190.200 




* Include J \ 


1 oicrr billing 



K I I 7 miiiiiiacr Jim Terrell t'.xpltiins to the gathering how the tiro-city neirs operation works and irhat the service will mean to rieic 
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PHILLIPS 66 IN HIGH GEAR ON KTV 



Signs 52 -wk. pact with station for two-city newscast 
beamed live nightly from Dallas, Ft. Worth bureaus 



D\ix.vs-m. worth's KTVT was 
host recently lor North Texas 
Phillips 66 dealers, Phillips Petro- 
leum executives, and representa- 
ti\ es ol Phillips' advertising agen- 
cy, J. Walter Thompson (X. Y.). 
to demonstrate the new two-city 
news presentation initiated hy the 
station 2 Deceinher. The news 
programs sponsored hy Phillips 66 
five nights each week at 10 p.m., 
feature live reports from hoth Dal- 
las and Ft. Worth. 

Jim Terrell, KTVT manager, ex- 
plained to the group that the es- 



tablishment of a permanent Dallas 
studio for news operations, in ad- 
dition to the Ft. Worth news op- 
erations center, provides improved 
editorship to hoth cities' local 
stories as well as the electronic 
means for instant news reporting 
from hoth cities. The newscast for- 
mat has intermixed live reports 
from both studios, with Dallas 
center concentrating on events in 
the ('astern half of KTVT's 21-eoun- 
ty coverage area, and the Ft. Worth 
editors concentrating on Tarrant 
Cotmtv and westward. Terrell 



pointed out that this increased fig 
erage is in addition to the "ah 
complete national and region; 
news content. 

Ken Rugh, vice president and 
rector of advertising for Fhill; 
Petroleum, told the gathering ■ 
his company signed with KTVT I 
52 weeks' full sponsorship of t| 
Monday-through- Friday new sen 
because it had "such faith in 
audience success"' of the twO-t| 
reports. 

Those attending were gi\| 
point-of sale material furnished.! 
the station, and saw a demo vjcl 
tape which showed graphically li| 
the new concept looks on air. 
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ome of Curtis woes, 
some laid to tv 

|*le\ ision cm take fifi lit lor seme 
(an lis l'ublishiiig's deficit and 
I tlir same time lor .1 hit ol the 
mipany's income. T\ s double rolr 
Dllvvrtisiiig opposition and poteu- 
al hedge was apparent at a linicli- 
Hi meeting called b\ Curtis hist 
eek to tell new s media about .1 $35 
ill ion financing program tli.it 
tines .it a time the coiiip.ni> I). is 
li ned tlie corner" hac k to profit- 
|yY operation. 

Matthew J. Culligau, chairman 
uel president of Curtis for the last 
I months, said the eompain is 
raking some money in tv through 
gilts to the series. Hazel ( NBC. 
feirsdays. 9:30-10 p.m.) ami a new 
l|f being produced hy Art lank- 
>trrr. The Perfect Sqnclch. Acqui- 
tion of t\ facilities is another 
K?lie> making possihilitx. Culligau 
plied to a cpiestion ahont Curtis* 
knis. Curtis has been reported else- 
here to he actively shopping for 
at ions. 

Serge Senienenko. vice chairman 
f the First National H;ink of Ros- 
in, spoke up at the meeting to 
illimencl Curtis in. 111. moment for 
turning to profit.ihle operation the 
North quarter of this \ ear. The 
knpanv expects to slum at least 
ihj million profit this (punier, le- 
ucine deficit for the year to $3.1 
lllion. as compared with SlS.Omil- 
I in H)62. Senieiienko's hank, to- 
ther w ith five others, is partici- 
lliug in the $3o-inillioii program 
■ extends present cleht and pro- 
It's working capital, 
ulligan. who w as executive \ ice 
ificlent of \'HC Radio during a 
rod that saw recovery from red 
black ink. called the news confer - 
wg in New York last week to .111- 
Hijiee Curtis' improved fortunes 
Ut a setback period that resulted 
I some "cruel" publicity, in the 
■fishing chiefs opinion. 
jCiilligan is setting Curtis* sights 
J leadership as a "world commmii- 
tions system" of publishing, print- 
s', papermaking. and circulation 
Irfbutor operations, plus am new 
pPrtiuiities that do not require 
lpd capitalization. Curtis niaga- 
m are The Sohirthi/ Evening 
t. Holiday, Lathes Home Jour- 
I. The American //o/ne. and Jack 
iV 




JACKSON , MISSISSIPPI 

OT! Claim 



An-udder contest 

llorilen Co. fins hr/wii it iiatmiiii iile si'tirrli 
for ti fturrbri'tl Jer>ey run to titer red the 
rnrrenl htsie tt lio i.\ retiring. I'hr imii 
Klsie mil ilrhnt m slur of 11 utwirnl. " III 
t lion 1 Elsie." til the I'll' t-'l>.~> \. ) . II or/if n 
Fmr its purl of llir Itorih n exliihii in the 
Heller Lit tug Center 



Slate quits CBS to 
join RKO General brass 

Sam J . Slate's resignation I nun CHS 
Radio w here lie is \ ice president, 
and general inaangcr ol the New 
York flagship, takes effect 3 J.ni- 
nar\ . 1 lis post at RKO ( "eiieral 
Broadcasting is a new one in the 
organization; as executive \ ice pres- 
ident hew ill o\ ersee long-term plan- 
ning;. g< ix eminent and indnstrx re- 
lations, and program cle\ elopineiit. 

\ 30-\ ear \ eterau in radio and 
television. Slate has been new sinan. 
producer, writer, direc tor, editorial- 
ist, and <4ener.1l stall executive, lie 
joined W'CBS as program direct 01 
in 1951. w as named general man- 
ager in 15)57. Prior to CHS he was 
program director for the BBC's 
New York office for six \ cars, where 
he produced a vurieh of show s lor 
both tin- domestic and o\ erseas 
serv ic e of the network. The \ ears ol 
W orld W ar 1 1 w ere spent as a radio 
public relations officer, creating, 
writing, and directing document. irv 
and musical shows for the Mer- 
chant \1 .nine. Before the war, Mate 
was w 1 iti r-pi oducor for three \ ears 
of the National \s*n. of Manufac- 
turers' Uefeme for V/nenVu. a net- 
work radio series w huh told the 
stor\ ol indnstrx s conwrnion to 
war production lies also responsi- 
ble lor the doeiimeiitarv series 7/iiv 
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A C? It's AllConodo Radio ond Television 
Limited, fir it o nd paromount representation 
firm North of the Border in broadcast soles 
A C reps 43 rodio, 22 TV station* in oil 
primory, most secondory markets Weekly 
radio reach it 50% of all households for 
60% of notional retoil soles TV 62% o' 
households for 53% of national retoil soles 
AC has 12 offices New York Detroit, Chi- 
cogo. Son Francisco, tos Angeles, Dallas 
Atlanta end Montreal, Toronto, Winnipeg 
Calgory, Vancouver. 

To reach off Conodo. foil fa All-Conoda 
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Saltan at War. 

He was a member of the CBS 
\'cws and Press Department in 
1933-35, after lour years with the 
I intetl Press. 

Slate's appointment does not af- 
fect Jerome Bess, who continues as 
HK'O executive vice president in 
charge of operations. 

Realignment announced 
in WKRC-TV sales dept. 

Sam T. Johnson, general manager of 
WKRC-TV, Cincinnati, has an- 
nounced a realignment in the sta- 
tion's sales de- 
partment. II . 
Need h a m 
Smith, former 
loeal sales man- 
ager, has been 
named general 
sales manager. 
Prior to joining 
the station, he 
served as sales 

Smith 

m a n a g e r at 
TRF-TV Wheeling, W. Va. Carl 
ckinger, former WKRC-TV ac- 
int executive, will replace Smith, 
ckinger was associated with the 
iciimati and Suburban Bell Tcle- 




W 
Fl 
co 
Fl 
Ci 



phone Co. and WZIP Radio, Cin- 
cinnati. George Rogers, Jr. has been 
promoted to mid-west regional sales 
manager. lie will also continue to 
serve as national sales service man- 
ager for the station. He joined the 
station after leaving the Crosley 
Broadeasting Co. nine years ago. 

KMEX-TV surveys mart 

KM EX-TV, Spanish-speaking uhf 
in los Angeles, is circulating two 
separate reports which indicate the 
extent of its coverage in both the 
general market and the specialized 
market. 

Data from Audience Research 
Bureau show an estimated 190,000 
uhf homes in the station's area of 
Los Angeles, Ventura County and 
portions of Orange, Riverside, and 
San Bernardino counties. Also indi- 
cated was a projected growth rate 
of at least 5,000 sets per month 
equipped to receive uhf. In Los 
Angeles alone, according to the 
ARB report, 157,000 homes, or 7.1% 
of all tv homes, are equipped to 
receive channel 34. This data is 
based on 23,325 telephone inquiries. 

Facts Consolidated, market re- 
search orginization, interviewing 



people at the Los Angeles Count 
Fair and in East Los Angeles^ f ouo' 
that 53,2% of all Spanish-speakh 
homes in Greater Los Angeles ilr 
equipped to receive uhf and olf 
watch KMEX-TV regularly. 

Norsworthy to WTTG 
As promo -ad director 

Richard Norsworthy has join© 
Metromedia as director of prornc 
tion and adver- 
t i s i n g for 
WTTG - TV 
Washington , 
replacing Har- 
ry Moses, who 
shifts to Metro- 
T V Sales in 
New York as 
promotion 
manager. Nors- 

tl . Nprsvvorthy 

worthy is re- 
sponsible for all on-air promotic 
advertising and promotion in tfa 
press and newspapers, and saji 
promotion. 

He comes to WTTC-TV fr« 
WBAL-TV Baltimore, where 
worked in promotion, advertisin 
and publicity. He previously w, 
with WJZ-TV, of that city, in a sir 
ilar capacity'. 



Practicing what he preaches 




Jim Baclm-tt, ad-publicity dir. for Schick Safety Ha/or Co., shaves with 
same Schick Stainless Steel blade used by 15 barbers and one standby 
in new series of tv commercials just produced at MCM studios in Culver 
Citv, via Compton \(b ertisini;. The commercials show the barbers, all 
I.. A. area tonsorial specialists, stroking their clean-shaved faces after 
iisinu same blade. Haductt savs 17th shave was still a smooth one 



NEWS NOTES 



Switch in Portland: KATU replat 
KPTV as the primary ABC TV af 
iate in that Oregon market. Chanl 
is effective 1 March. Fisher Broil 
casting Co. owns KATU and is as«l 
ciatcd in ownership with SentiJ 
station KOMO-TV, another AJ 
primary affiliate. 

Obit for Houston prpgranier; Jti| 
E. Hill, program development Ui» 
ager and public service directs I 
KTRK-TV Houston, died 29 M 
vember after a short illness. Veteil 
of radio broadcasting and adv' 
tising agencies, Hill had been vcj 
the Houston tv station since it *$| 
on the air 20 November 1954. 

Up color sked: WLWC-TV Gobi 
bus, adds 13 more hours of eoj 
originations each week beglnt^ 
mid-December, marking the ■ 
pletion of the first stage of the 
Hon s million-dollar expansion 
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(bringing total color each week to 
more than 55 hours. The expansion 
plans, to he completed hy the Fall 
of 196' I, will douhle the physical 
plant to 35,(KK) square feet, includ- 
ing two large studios equipped lor 
live colorcasts. 

Psiythnc changes: ABC T\' u ill 
bligu its dax time schedule 30 l)e- 
cyinher, with the introduction of 
The Object Is. a new game show 
starring Dick Clark. The new show 
replaces Who Do You Trust. New 
I daytime schedule: 77ie Frier Is 
Iftig/i/ (11-11:30); /V,c Object Is 
ll:30-iioon ); Seven Keys (noon- 
1 1=2:30) ; Father Knows Best ( 12:30- 
|l); Tennessee Ernie Ford ( 1-1:30); 
' hy in Court (2:30-2:55); .Yeu-.v 
2:5.5-3); General Hospital (3- 
■30); Queen for a Day (3:30-1); 
find Trailmastcr (1-5). 

ilC Imys Kaye: Unceasing How of 
fetish comedy into this country 
vas temporarily reversed 26 Xo- 
•ember when BBC bought CBS 
TV's Danny Kaye Shoiv to launch 
is new second channel in London. 



A uhf network know u as BBC- 2 w dl 
hegin hroadcasting next 20 \pril in 
that capit.il uith plans to expand 
to M anchester, Birmingham, and 
Liverpool in I9G5. The .v dc of 2B 
hour segments (for Mond.ix night 
pn (graining) was the first distrihu- 
tion of the Kaye show outside the 
r.S*. and Canada. As a result, con- 
sideration is being given to taping 
several of the season's upcoming 
variety shows in London. 

New olfichds: Thomas S. M us pin. 
Capital Cities Broadcasting, has 
been elected chairman of the CBS 
Television Affiliate Assn. Board. 
\lso elected at the annual meeting 
ol the hoard was Carl E. Lee, of 
WKZO-TY. Kalamazoo, secrctarv. 

LTV section: Metromedia has es- 
tablished a special office to give pro- 
grams to educational stations and 
I'. S. Government broadcast out- 
lets. In the past two years, the sta- 
tion group has granted more than 
SGOO.OXX) to etv stations in New 
York, Los Angeles, and Washing- 
ton, D. C. 



N E WS M AKERS 

IIimo I' 1 1 \> I s e-lec ted assistant 
set tetarv -treasurer of T\ II. 

Amu xn Swiisii, ( ouimerc lal pin 
(hirer for \BC TV's /< try l.i it is 
Slum . to (href tor of current pi o 
giants lor networks western di 
v ision 

Low xiii) C v Knot t named gem lal 
manager of KCTO Denver. 

Bon Koxibi u* to sales dev clop 
uieiit super\ isor at KTLA-TY Los 
•\ngelcs. 

I) vv u> III \ni itMis to assistant 
sales manager at \VB'/-TV Boston 
a Croup \Y station, lie w as a senior 
account executive at Television Ad- 
v ci tising Heps in Xcw York. I le 
succeeds acting assistant sales man- 
ager Clll.i Zwi sk! who has joined 
the T\ AH office in Chicago. 

Amitm M. Swn- t. station man- 
ager of WTCX-TY Minneapolis, to 
x .p. and general manager of WTCX 
AM -TV. Connov II. Hire, station 
manager of the radio outlet, ap- 
pointed v.p. and general executive 
of WTCX-AM-TV. 
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Fm on the rise 
as rival for am 

Texas Christian U. study for four Ft. Worth Stations 
finds medium highly accessible with 70% having sets; 
bright future forecast for growth of stereo market 



Asi'iuky on fin listening in the 
Ft. Worth area confirmed main 
ot the suppositions about fin listen- 
ing audiences and also brought out 
several points that prove that the 
competitive aspects of fm to am 
radio an- growing stronger as time 
goes on and more sets reach the 
market. 

The survey was conducted In the 
Division of Radio-Television- Film 
at Texas Christian U. the past sum- 
mer under the direction of William 
1 1 awes, head of the division. It was 
sponsored- bv Fort Worth stations 
WBAP. k'|I\l, KF|Z, and KXOL- 
FM. 

The survey found that fm is high- 



ly accessible: 70% of the respond- 
ents indicated they have fm sets 
of one type or another and an addi- 
tional 15% stated they planned to 
buy fm within the year. Also, the 
broadcasters' hopes for the future 
of stereo seem to be well founded: 
27 % of the replies indicate they 
own stereo sets. 

The fuddy-duddy, high-brow tag 
pinned on many fm set owners 
seems also to be misleading, ac- 
cording to the survey, with semi- 
classical (55%), show tunes 
(10%), and standards (37%) all 
surpassing the percentage of classi- 
cal music (25%), preferred on fm. 

That the fm audience is a solid, 



affluent, and educated audiene 
was further confirmed by a findin 
that 62% of the respondents bjr 
attended college 4 and 35% were 1 
the over-$10,0(X) salary bracket! 

Based on the survey, fm listener 
appear to be well paid and well 
educated, but the survey also indi 
cated that this substantial buyin 
segment of the Ft. Worth markel 
based on the variety of occupation: 
covered, showed a group of activ 
outgoing, and well-regarded pe< 
pie to whom fm represents a syn 
bol of the better things in life. 

The survey also showed that ft 
fin audience is comprised two-tt 
one of men to women listeners, ant 
that the majority of listening j 
done in the evening, most likely t 
a form of relaxation. The aveni w 
dailv fm listening time was betwee 
one-five hours, and the avers* 
listener did not eare to have his re 
laxation interrupted by newscast 

For the most part, fm listener 
did not want so main news pre 
grams, and those that did. wantH 
them only once an hour with longe 
newscasts or in-depth reportfu* 1 
preferred. 

The survey seemed to indicat 
that fm has its own characteristic 
and the audience that prefers frj 
would not bother with the staiidaiJ 
am formats in the Ft. Worth are?] 

Herman Clark, director of radi 
for WBAP (Ft. Worth-Dallas | 
outlined the steady incresn 
WBAP-FM has gained over tlx! 
past few years: "For the first tiro 
in years, it s paying its own wa 
here. We have all typos of adveil 
tisers on the air now, but the ysU 
ponderancc is toward tlie soft] 
affluent individual with prove 
buying power. For instance, \%l 
have four banks on the air for I 
variety of services. We also have* I 
unmlxer of specialized serrici 
such as travel agencies, jewclil 
stores, interior decorators, and phi 
tographic equipment houses." 

"These advertisers." said Clem 
"point out almost exactly what fl 
TCL T survey has shown. That u\®i| 
is a particular and specialized ma I 
ket for fm advertisers that ea.»n< 
be reached by the average mass a 'I 
radio medium, and advertisers' ;tr| 
becoming more await' of tin's. \\ il 
fm sets becoming more the ftM 
rather than the exception in home 
the fm audience has sjrowii .steajLi | 



Sponsor takes day on station 




Carl C. Smith (I), sales nmr. at KHAV. full-time stereo outlet in Tulsa, 
anil Fill How en, ad inur. for Otaseo Stares, four-state automotive and 
home supply ehain, look at simi designating 2!) Na\ ember as Otaseo Da\ 
on the station. Otaseo bought entire 17 hours of broadeastinu on kli \Y 
that date to help kiek olf its C hristmas sales ellort. Station's regular 
a«l\ei tisers ga\ e 1 <)<>'< t learanee to making \s a\ for Otaseo promotion 
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and .it .) lastt r rate tli.in 11 i.ii in 
people tluuk. 

"1 know one thing, be .allied 
"Onee .111 advertise! ti ie\ tin lie 
seldom loaves the medium. \\ e 
vl.ii ted not too long am> with one 
ill It. Worth s hanks t.ikinu an e\ 
periniciit.il shut at tin. Well, not 
ouh is it still on the air. hut three 
other hanks, realizing the eompeti- 
tive edge tin w as giving the other, 
also put programs I ui then sef\ ires 
on our tin station. 

Bov Bacus, (general inaiia<;ei ol 
W B\P-TV and Badio. has ntili/ed 
the T( IV sur\ e\ to streamline his 
tin operation tor the audiences 
henelit. "We cut our newscasts to 
headlines with no loose talk, intro- 
duced .in ecoiiouiv ot word usage, 
used onediiie weather reports and 
public service aiiuoiuicemeiits and 
integrated our commercials so 
dure would he no crow ding at the 
station break." ^ 

Advertisers tied in 
with Philly fm push 

Philadelphia's W'I'BS is earning on 
an intensi\ e advertising drive to 
build tin radio's audiences — parti- 
cular!) oiit-ot-hoiue and oarlv - 
pnrning listeners — with campaigns 
in The Philadelphia Bulletin and on 
the station s air promoting tin car. 
clock, portahle. and other second 
sets as Christmas gilts. 

The station, owned bv the pub- 
lication, began using sinide-euhiinii. 
Mi-line ads and a saturation spot 
campaign on the air on Thanks- 
giving Dav and continues it 
through Christmas. I'liiladelphia 
Distributors, local outlet for Motor- 
ola tin car timers, has tied in with 
the campaign bv bnving lO-second 
lags to the tin car radio spots on the 
station. Other fin radio manufactur- 
ers and distrihutors have expressed 
pBrrost in joining the campaign 
dlorth . 

This is the second consecutive 
car that W'PBS has promoted the 
fin-radio- tor-Christinas idea. "We 
Tre lu'giilv successful with the 
roinotion last v ear. hoth in selling 
m radios and in selling sponors on 
be idea ot tv ing in with our cam- 
«u'gii." said Kdw jrd J. \leehan. Jr.. 
Bfleral manager of W PBS. "and we 
vpect the promotion to he even 
more elfecti\ e during this Christ- 

11105 se.isi in." 




Western States Radio Empire 
formed as new sales operation 



Wim v us Si \ ns B \iuo Km run 
has I iceii toruied in Seattle as 
a national sales organization to 
serve stations in Oregon, Washing- 
ton It. ill. Idaho, and Montana. 
I leathpi.u terrd at Seattle s Towei 
Building, the new organization is 
headed In I high Ileitis as president 
.ind general manager, with John 
Croghaii as marketing director and 
Sue Johnson as traffic inanager. V 
national sales inanager is to he add- 
ed and hased in New York. \p- 
poiuted to a tw o-\ ear c ontrac t to 
represent W .S B. I*. iiationalK is 
Sa\ alii ( iates. 

1' t his points out his organ i/«tt ion 
covers a fiv e-state area population 
of 5, 127.500. and estimates l<)fil 
hillings of $300,000. IWH at M00.- 
000. and Pjfifi at SfiOO.OOO. with 
ahout halt couiiug from California 
"This doiihling ot the present na 
tioiial hilling within three v ears 
seems to indie ate that iiiauv nation- 
al adv ei tisers teel that through 
W .S.B.lv thev can spend more 
nioiiev profitably in radio. I'eltis 
said. I le added that iiiauv national 
adv ertist i s presently hnv radio tune 
in the W'.S.B.K. area to support 
other media and area salesmen. 

\t a recent husiness meeting in 
Seattle, otlicials ot 3) stations met 
with S.ivalli Cites and W .S II.K. 
executiv es and. since then, tapes ot 
the two-day session liav e heen dis- 
tributed to additional stations, 
presently represented regionally hv 
Feltis/Dov e/C-'aiinon and mtt rested 
in the W .S B K. aliiih'.ition 



Kelt is noted that in "vvt st 

ern advertisers alone spent sonic 
bl7.S77.TOO on radio in the W .S B K 
area. By ollering the c onv eiiient e 
ami elfic ieoc \ of group huv iug w ith- 
i nit lore ed huv s' ol a wired net 
we will he aide to make it easier 
lor a New ^ oi k or Los \ng«les 
tinii huv er to purchase w hat will 
net the hest results for linn " 

In the alliliat ion. he said, each 
station will pav W S.B.K. commis 
sions on net hillings al ter agtncv 
commissions on a two-vear renew 
able c< intiact basis, lo return 
W .S B K. will handle all national 
advertiser sales, readme.; advertis- 
ers with home offices outside tin- 
five W .S B II. states. 

I ntil appointun ut ot the Nation 
al sales manager, I'YItlv ( roghal) 
(difl I'ngel. and Doug Dove w ill 
ac t as sales manage! s in New ^< rk 
working with Savalh (.ales. < it h 
on a one-month Basis. The p ( rnia 
i it i it sales manager, win n named 
will doiihle-team with S ,\ alh 
(•ates salesmen on ay* ut v < alh 
cov ering all ti n itorv t ast < it Deuv i r 
I le w ill also make diret t ( ills on 
adv ertistrs and pi 1 >v itle othei st s 
v it e*> not available through reprt 
sentativt t haoiiels 

Savalh (»ates, heath jiiarti led in 
N.Y.. has five salesmen in I .. \ and 
San I - 1 anc 1st o. and mav add ao 
other to handle W S B K salt s 
there. Its other offices are in \tlanta 
Dallas. Detroit, and Chit ago I 'el 
tis Dove ( .union otfux s an in St at 
tie and Portland & 
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Nothing like advance planning 




Sales, ad fools held 
key to future growth 

KVIL's v. p. Wolfman warns of prosperity's demise 
unless more attention paid to meeting competition 



"I n suoHT, gentlemen, we will he 
l dead ducks," was the rather 
pessimistic prediction made recent- 
ly by Joseph Wolfman in a speech 
to the Dallas Town North Optimist 
Cluh. The KVIL vice president sees 
a demise of prosperity that will 
make the '30s look like "wildly in- 
flated boom times" unless increased 
attention is paid to sharpening the 
tools of salesmanship and advertis- 
ing 

The rapid transformation of this 
count i \ from a production-oriented 
to a marketing-oriented ccononn — 
with changes still oecnring at a 
faster and faster rate — has put the 
added pressure on selling, said 
Wolfman. Increased produeth it\ 
per worker multiplied In the new, 
improved, and expanded plant and 
< -« |ii i pint mj t now being eagerlv ac- 
quired by \meriean industry all 
mean that there's lining to be "a 
bigger load to move." \nd although 



the population explosion means 
more consumers coming along and 
able to buy, there "will be so much 
more to sell that the competition for 
the buyer's dollar is most likely to 
be stilfer than we have seen in a 
long time," presaged Wolfman. 

Speaking specifically of Dallas. 
Wolfman said signs are encourag- 
ing that the challenge is being met. 
Educational institutions and pro- 
gressive companies are giving at- 
tention and development dollars to 
the training ol salesmen as is the 
Sales Executive Cluh of Dallas. 

"As for advertising, it must be 
truly the working partner of salcs- 
manship, and I'm sure you know 
win. It's the profit squeeze you've 
heard so much about and no doubt 
felt in tha t tender spot, your 
balance sheet. 

"Whether your profits depend on 
the cost of men, materials, or ma- 
chines, or all three, you've prob- 



ably found that personal salesman] 
ship needs a lower-cost partner 1 
make more and better sales, fastei; 
In 1934, with its swifter pace, wide 
horizons, arid intensified compefj 
tion, you'll have more confidence 
you will be able to plan more sure 
ly, more successful)', with advei 
tising working for you, too," 



NEWS NOTES 



Renewing old friendships: WFBi 
Indianapolis, one of the earli~ 
CBS carriers, is reaffiliating wi 
the network on 5 January. Statio 
had been in the lineup from 19 
to 1956. Also on the affiliate fro 
Mutual Broadcasting System adele 
KAMY McCamey, Tex., and KFRi 
Salina, Kan. 

KALF being sold: Arizona busings- 
man Lee Ackerman, former own* 
of the Phoenix (Ariz.) SUNpapeij 
has contracted to buy majority coi 
trol of KALF Mesa, Ariz., subje* 
to FCC approval. Ackerman, cm 
rently a KALF stockholder, sff 
there were no planned changes 
station personnel, programing,, 4 
policies. 

New tie in Florida: Donn and L; 
Colee, who recently purcha: 
WHEW, West Palm' Beach, ai 
pledged to strengthen news a. 
community services, have ta l * 
what the\ T consider the first maj 
step in that direction. The stati 
joins the ABC Radio lineup as 
fulltime network affiliate effeeli 
1 March 1964. 

New acquisition: The recent udt 
tion of WMAY, Springfield, 1, 
brings to seven the number of i 
dio stations owned and operated 
Stuart Broadcasting Co., Linci} 
Neb. Robert McKune, former g< 
eral manager of KSAL, Salii 
Kan., moves to WMAY in same 
paeity. Richard Wagner, form 
of The Ice Capades, has been na, 
ed to post of general manager 
KSAL. 

To tie with the corporate am 
Detroit stations WKMH are l3 
called KWNR, heralding hot! 
new format and closer tic 9 
Knorr Broadcasting. Many ul 
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jprsoiiahtics joined tlic hi oadcast- 
tm roster, news is beiiiU presented 
5 iniiiutes after the hour MiA 15 
Ujiintes before the hour, there .ire 
le.itines, .Hid nphe.it fin|)h.isis 
m sports 

study utiide lor piU: The NAB .nul 
Ire ( lener.il Federation ol Women's 
Bnhs h.is published .1 stiuk ^tiide 
hi broadcast inii .is .i step in theii 

pit eoiiiiiiiinie.itions program hn 
lie II million I'.S. clubwomen The 
p-p.iUi' booklet tout. tins back 
■ round tn.iteri.tl .ind siiiii*ested dis 

iission .ind stiuk topic s on \ arums 
pases ol broadcasting 

Jissnnri st;ition sold: KWBF., \\ ar- 
Ltou. sold for $105,000 by I lurry 
I Coon to k. is per Broadeastine 
In., \ 'onion J. Kasper president. 
Ljsp.tr also owns ami operates 
fll.O (AM c\ I'M). Frankfort. Ind.. 
.huh he acquired I October 1 !).">'). 
fation operates u ith 1 kw on the 
li.iiuiel of 730 ke. 1 lainilton-I .andis 
c \ssoeiates handled the tr. ins- 
et ion 

Luothcr coup for CBS: Coinini; 
lose on the heels of the re-.iffili.i- 
i)ii of \\ FBM. Indianapolis, eflec- 
ive 5 |aini.ir\ , is the n'gniii'.; ol 
VI)()k' (.\M l\ KM). Cleveland, In 
JBS H.idio. This alfiliation beeomes 
licet i\e one week later. WDOK 
pprates on a Iretpioncy ol 1260 ke 
.ith a poucr ol 5 kw 20 hours .i 
ay. It's owned In the Transcontin- 
rtt Television Corp.. David C. 
luore president. Frederick ( ]. Wolf 
ice president and general manager, 
ml Dan K. Belli is station manager. 

jnasnlcastcr buys newspaper: John 
'. lbirlbnt, president and <4ener.1l 
innate r of WVMC Mt. C.irmel. 
lb, heads .1 i<roiip of business and 
• rofossion.il men who have ac- 
nired the Mt. Carnwl Daily He- 
uhlican Register from the A.M. 
ichmond family, which has owned 
for more than half a century, 
hrrlhiit becomes president of the 
ilt. Carmel Bolster Co. and poli- 
sher of the new spaper, beinii oper- 
ted as a separate corporation from 
*l~Co Badio, owner of the radio 
atfion which he will continue to 
twri.tiie. I lnrlbnt acnpiired \\ A MC 
[i lhe fall of 1961 and started oper- 
pi«4 the station 1 J.mnan 1062. 
|U* was promotion and public rela- 



tions manager of the \\ I BM sta 
tions, Indianapolis, from 1T>7 to 

Station takes cover; \ \">2.<K)0 prop 
eel in Salt Lake City will make it 
possible lor K.SL to operate under 
se\ ere atomic lallont conditions 
and w ithont power and telephone 
l.ic ihties lor a period ol 1 I day s 
Some 1,600 sipiare leet ol oiidlt- 
ineh concrete will be placed not 
the radio studio and control room 
area The construction ol the lallont 



sheltrl h is b> '■ 11 1 li si Mini In I n I 1 
tlon spi t lahsts In 11 Idit i" >o I <• > 
wa\ radio 1 oimitnnit ations eipnp 
1 1 1< -nt will be installed hetwi < n tlx 
Civil Di'hnsi- headipi.ii t< is in tlx- 
Nat 1011. il ( 'ataril amu >rv and tlx- 
KM. stitdn >s, also at the stations 
transmittei . toilet hi 1 with uetiei a 
tors at both points This piojn t is 
part of the Cox eminent plan to 
lallont-prool a lew ol the Com hid 
stations and thus I mild the inielens 
ol a c i\ il delense » onimnnu ations 
s\ stein 



YOU'RE ONLY 

HALF-COVERED 

IN NEBRASKA 
IF YOU DON'T USE 
KOLN -TV/KGIN -TV! 




AVERAGE HOMES DELIVERED 


PER QUARTER 


HOUR 




(Feb.-Mcrch, 1963 ARB — 


6:30 )o 


10 p.m.) 


UNCOlN-lAND' "A" 






(K01N-TV KGIN TV) 




61.700 


OMAHA "A" 




63.800 


OMAHA "B" 




54,700 


OMAHA "C" 




54,300 


lINCOlN-lAND' -B" 




23,600 


UNCOlNlAND* "f . . . 




23,600 


*Linc*ln-Hot>ingt-Ktonwy 





Lincoln -Land is now 
nation's 74th TV market! 



Haling pro/vrttnn < at* riiimsfri onl* . tmh tr<t to any 
f. ft* and itmtt«itt**nt of tourer matrrtot mrtho°£* t 
tmiS ma* or ma* not 6* acfmralr mfa*t&r»'mrnt * of 



No matliT how you -lirr il. llirrv ;irr jti-I 
Iv.ii liig T\' markrls in Nclira-ka. <lnc of 
llii-ni i* Liiirnlii-Lain!. 

I iiiroln-I.unil it now I In- 7 Uh larerxt 
market in r/i r VS.. Ii;i-i-il mi I In- a\ rrncr 
Hlltllbrr of limur* prr ipiarlrr hour prion- 
I i inr ili-ltv i-n-il t> \ nil «l«> I i on » )ii llic 
mark. !. KOI.N TV M.I VTV .l. ln rr. 
■lion* llian 20<>.00l) liinnro Innm •< llial 
arr a "inu-l" on ail) lo|»- niarki-l »> In-ilnlf. 

\»k \\ i-rv Knoili'l for ronipli-li" fart* on 
KOI..NTV kClN-TV I In- <lffiri.il lia.ir 
CHS Onlh-1 for inn?! of Nrlir.i.ka ami 
Norllirrn Kau-a*. 

• \oi rmt**r t l^ftT iHn Wut tie 




K0LN-TV KGIN-TV\ 



CMAMNI l 10 • IIIMt WiHJ 

>ooo n TOMit 



cmannk i) • turn ®»TH 

I04t ft T0MII 



COVItS LINCOLN • LA NO — A SKA J OTXH 816 MAtKIT 



' 'JJNS0R |G [>i i vmiur 196,1 




NAB 
Code 



CHATTANOOGA 



CALL 



jg ADVERTISING TIME SALES >NC 



NOW! 




The only panning your 
TV commercials should get 



— 1/ — 

TELE 1/ IDEO 
^PPOOUC'IONS 



IDEO 
PPOOUC'IONS INC0BP0««T£0 
316 win 5'i» Sf»«9t N« yo'» 19 n«» r»»« . ;u j »o»s 



N EWSM AKERS 

Bertram I j. Wkiland to general 
manager of WAKE Atlanta. He 
was formerly an account executive 
at WQXI, Atlanta. 

Sum mich Pearl to W'CSM Hun- 
tington, X. Y. as sales manager. He 
was - general manager for WFTI 
Garden City, X. Y. 

Our J. Loi rnus to president of 
the Joseph E. Gamble Broadcasting 
Corp. of Stockton and two affiliated 
organizations in Sacramento and 
Lemoore. He succeeds the late 
Joseph E. Gamble, who died 29 
Xovemher. Lofthus has been gen- 
eral manager of KJOY Stockton, one 
of three stations owned by Gamble. 
The other two, which he will also 
now head, are KJAY Sacramento, 
and KLAX in the Lemoore-Han- 
ford area. 

Donald R. Clark to national 
sales representative of KCBS San 
Francisco. 

Burton J. Sherwood to vice pres- 
ident and general manager of 
WTSA Brattleboro, Vt. 

Roger \V. Kiley to sales manager 
of the new Indianapolis station. 
YVXDY. He was sales manager of 
WIIVT Anderson. 

Jack Bradley, formerly with 
KTXT-TV Tacoma, to the sales staff 
of KOL Seattle. 

RoRERi B. Weiss resigned as in- 
ternational director of Warner Bros. 
Records to devote full time to the 
development of his own business 
interests. 

Fred Vance assumes active man- 
agement of KHOS Tucson, in which 
he holds majority interest. lie was 
general manager of Alvarado Tele- 
vision, operators of KVOA-TV Tuc- 
son, and KOAT-TV Albuquerque, 
Xew Mexico. 

John S. Lot/, to general sales 
manager of KWK St. Louis. 

Louis J. Bossn.i.o to account exec- 
utive at WQXH Xew York. 

Tiiom \s R. Young to sales man- 
ager of WE EI Boston. He has been 
account executive with CBS Radio 
Spot Sales, headquartered at Xew 
York Cit\ . 

Sociiko to sales promotion 
and public relations director of 
\\ LOL Minneapolis-St. Paul. 

Hi n\ mid ( Bun) Brook to station 
manager of WXAR Radio in Xor- 
l istown. Pa. 




Let me tell you 
about a terrific Timebt 
just 30c. 

Every tv advertiser who pli£f4 
down three d imes for the No! 
issue of Time really got his 
worth. That issue lists the netvvt 
programs capturing Amerfc 
largest audiences, as indicara 
Nielsen ratings. The chart ■ 
handy guide for the time fetfjj 
who senses how the network hta 
husters can build up a huge ■ 
ence for his own adjacent m 
message. KELO-LAXD T? fj 
spectacular demonstration of n 
network powered station Id 
KELO-LAND TV plays 10 of i 
first 12 top-ranking netwt 
shows. And that's what I call 
important footnote to Time* 

SIOUX FALLS — 96-County Market — M 

i 

Mobndgt 
SOUTH 
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'TTMEBUYER'S 

CORNER 



Media people, what they 
ar»> doing. buying and saying 
10 Dwmbtr 1963 



■ Keeping up with changes at GB&B: Rod 
MncDonalclj v.p. in charge of media for Guild, 
Bascom Bonfigli, has announced several 
changes in media department job assignments 
and responsibilities in the agency's San Fran- 
cisco office. 

E Joseph IL Therricn is now senior media di- 
rector on the Ralston Purina, Foremost Dairies, 
and Mother's Cakes & Cookies accounts. 
E Diane Robinson, formerly senior buyer, has 
been elevated to media supervisor. She and 
media buyer Ami Rule arc assisting Thcrrien 
on the Ralston Purina account. Ann was form- 
erly a buyer with Danccr-Fitzgcrald-Sainple in 
San Francisco. (See Timcbuycr's Corner 21 
October,) 

E Wm, Robert Wilson tipped to media super- 
visor on the Foremost Dairies account. He was 
previously a buyer on the account. Kathie De- 
Haven, senior media buyer, now assisted by 
buyer Sue Brown, is responsible for buying as- 
signments On Foremost, Kathie has also as- 
sumed buying duties for Mother's Cakes & 
Cookies. 



■ WM adds to media stair: Bctte Kaufmann 
has joined the media department at Wermen & 
Schorr (Philadelphia). She was formerly a 
broadcast buyer at H. W. Ayer. 

■ Upped to v.p. at OBM: Three associate media 
directors at Ogilvy, Benson 6c Mather (New 
York) have been appointed vice presidents of 
the agency. They are Jules P. Fine, who joined 
the agency in April, 1956; Clifford A. Botway, 
who joined in December, 1957; and Peter Triolo 
who came to OBM in January, 1959. 

■ C&-W media man marries: Frank McDonald, 
senior media buyer (Folger's Coffee) at Cun- 
ningham & Walsh (New York), and Carol 
Churchill, sales assistant at Storer Television, 
were married 30 November in Yardley, Pa. 
Frank and Carol honeymooned in Palm Beach. 

■ Bell rings in radio-tv campaign: Bell Brand 
Foods began a radio drive on 39 stations early 
this month, started a tv campaign on ten sta- 
tions last week, to encourage potato chip munch- 




MARY LOU RUXTON: 
time to buy and teach 

Timebuyer Mary Lou Ruxton is not oidy cute as a button, 
but she knows her apples — as they might very well put it 
at the Leo Burnett Co. (Chicago) where she spends her time 
and buys it for accounts such as Parker Pen, Hoover, Sun- 
kist, and Maytag. With the Burnett agency 11 years, she was 
a research analyst with the A. C. Nielsen Co. for three years 
before that, working in New York and Chicago. A native of 
Chicago, she began her career wilh the Commerce Clearing 
House, a legal publishing firm in that city, after graduation 
from Yassar, where she majored in French. In addition to 
her buying chores, she supervises the timebuyer training 
seetion at the agency, teaching on-the-job trainees the art of 
buying time by making actual buys with them. Explaining 
her work with trainees, Mary Lou says, "I show them bow 
to approach the analysis of avails, how to work out general 
and specific problems, and how to use the various intricate 
forms necessary when working with the IBM computer. 
And in general, how to organize their jobs and how to de- 
velop efficient work habits.'* 



TIMEBUYER'S 
CORNER 



16 December 1963 



ing during the holiday season, Bell Brand, of 
course. Product is now being sold in a new 
resealable package which is said to keep mois- 
ture out and freshness in. Four 30- and 60-sec- 
ond spots featuring the voices of Mel Blanc and 
Frank Nelson are being aired on California sta- 
tions RABC, KDAY, KFWB, KGBS, KGFJ, 
ROIL, KHJ, KLAC, KMPC, KRKD, KRLA, and 
XTRA all in the Los Angeles area; KFOX, in 
Long Beach; KAFY, KERN, and KPMC in Bak- 
ersfield; KMBY in Monterey; KPRO in River- 
side; KCRA, KFBK, KGMS, and KROY in Sac- 
ramento; KDON and KSBW in Salinas; KCKC 
and KM EN in San Bernardino; KCBQ, KFMB, 
KGB, KOGO, and KSDO in San Diego; KSLY 
and KVEC in San Luis Obispo; and KDB, KIST, 
and KTMS in Santa Barbara; and on Nevada 
stations KORK, KRAM, and KTOO in Las 
Vegas. The 20-second tv cartoon spot is being 
carried by KABC-TV, KHJ-TV, KNXT-TV in 
Los Angeles; KCRA-TV in Sacramento; KBAK- 
TV in Bakersfield; KSBY-TV in San Luis 
Obispo; KFMB-TV in San Diego; KSBW-TV in 
Salinas; KEY-TV in Santa Barbara; and KLAS- 
TV in Las Vegas. Agency is McCann-Erickson 
(Los Angeles). 

■ Ivy Network making hay during holly sea- 
son: RCA Records has purchased a two-week 



HARTFORD STORY IN DETROIT 



spot sked on, the eight college radio stations of 
the Ivy Network. .Drive plugs pre-Clirtetmas lie- 
lease records* leans heavily on folk recordings 
since they are hitsville in the college market. 
Agency is Grey Advertising (New York). 
D The New York World's Fair is also running a 
pre-Christmas sked on the entire Ivy Network 
as part of the Fair's push to saturate; the college 
market with a special ticket book offer. Agency 
is J. Walter Thompson (New York), 

D The eight Ivy radio stations are located at 
Yale, Harvard, Princeton, Dartmouth, Brown, 
Cornell, Univ. of Penn., and Columbia. Spot 
buys axe handled by the Ivy Network Business 
Office in New Haven, Conn. 

■ Van Camp ok's record ad budget for '64; Van 
Camp Sea Food (San Pedro, Calif.) has ap- 
proved the largest ad budget in, the firm's 50- 
year history. Major slice, estimated at Over $3.5 
million, will go to network and spot tv. Chicken 
of the Sea tuna products will be promoted late 
this month on CBS TV's Danny Kaye Shorn and 
Jackie Gleason Show, plus a third show to be 
announced. NBC TV's daytime Concentration 
and Match Game are also scheduled, along with 
tv spots in 40 major markets throughout the 
country. Agency is Erwin Wasey, Ruthrauff & 
Ryan (Los Angeles). Account is supervised by 
agency v.p. Peter H. Dailey; senior a.C is Phil 
Joanou. 

■ Bunch of spots for Bonanza: Bonanza Air 
Lines' end-of-year schedule of radio spots now 
being aired on 49 stations in Nevada,, Arizona, 
southern California, and Ontario. Sked calls 
for an average of 10 spots per week per station, 
to promote Bonanza's expansion of services in 
these areas. Newspaper and sheet posters are 
also being used. Agency is Hal Stebbins, Inc. 
(Los Angeles). 




SPREADING THE WORD: if DRC Radio (Hartford) 
v.p & gen. mgr. Kill Crauford (I), visiting buyers all 
across the country, stops in Detroit to brief McCann- 
Erickson's Judy Anderson on the Hartford market. 
Judy buys for liuick Motors, Looking on is Bill Loner, 
manager of Metro Radio Sales {Detroit), station,* rep 



TV BUYING ACTIVITY 

► Drake Bakeries planning a schedule of day- 
time minutes to reach the kids, in a push for 
Drake's Cakes to start 1 January for 31 weeks. 
Buyer at Young & Rubicam (New York) is Gene 
Camerik. 

RADIO BUYING ACTIVITY 

y Nestle's EverReady DeLme Coco® readying a 
seven-week campaign to start 6 January. Drive 
will be aired in 34 markets across the country, 
utilizing late evening mitiutes and IDs. Buyer 
is Bob Turner at McCann-Erickson (New York). 

| Nestle's candy bars will be promoted via a 
drive of morning traffic minutes in 30 markets 
on a national basis. Start date for the six-week 
campaign is 6 January. Network radio will also 
be used. Buyer is Bob Turner at MeCansj- 
Erickson (New York). 
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SYNDICATION 

Groups becoming 
production force 

ligation groups increasing production and syndication 
jf home-grown tv and radio fare; RKO General seen as 
Text to enter field; public affairs sponsor favorite 



I \ i in ki Hiii x ol the major sta- 
I (kiii groups, (lie progrmnim; pot 
L bubbling with Hoodies, .iikI a 
&iw erlnl new lone in t\ prudue- 
H n i .iikI s\ ndieatioti is brewing lor 
TBI. 

The recent rev elation In Triangle 
'ublications H;i(lio-T\ Division ol 
U lieav \ commitment to statiou- 
ronp production, and an educated 
iM'di( tion In si'ovsoH di.it HK() 
reiicr.il lias a simil.ir aimonntv- 
Wiit ill tin- offing point up the 
wipe of tins assault. Broadcasting, 
kr nature e\ idcntk abhors a va- 
iiiiiii. 



I lie \ out created In (lie dei hue 
and dis ippearance ol main ol the 
active program s\ udicalors ol the 
I )'s w as penuitted to exist onh a 
lew seasons helorc the station group 
ou uers decided to mo\ e in. Because 
local outlets needed show s to sup- 
plement network fare and hec.iuse 
t?<w eriinieutal lord's began stress 
ing "programs in the public inter 
est. stations slow K tipped local 
public-ailaii s production budgets in 
the last \ ears ol that decade. \nd 
tltev haven t stopped. 

Stations belonging to major ra- 
dio/tv groups took the first steps. 



si i m e lhc\ tenth d lo h i\ i iuoh 
iiiuiii'V and un atei publu i < Litmus 
aw ai em ss 'I he lalK shows ui u 
publu all. tus and publu sei \ k e 
Soon tin - S\ | \ an i.i .uid l'< abod\ and 
I )n I'oiit and Ohm St. id .iw aids n 
Ile( ted then i lloi Is. as did the pub 
hshetl i ettiarks ol ( "on"i rssiuan 

( )| I'll I 1,1 1 IIS ,111(1 I ( .'( ( < >t 1 1 1 1 1 ISSI < II I 

« is. ( ironp In '.idi 1 1 la r 1 1 is started to 
tin ii i nit t\ pmdiK t. sh.n iug tin 
costs and the ( iiiImcs \ulli dun 
stations. 

The trend has br< oiuc si i wide 
spread, so ai eepted, that List mouth 
(Corinthian Bio.uh asimg madi a 
iu.i|oi aiiin iiiik i iik ait ol weekK t\ 
debuts lor I I top columnists and 
new mi ii -i i and h.udh t realed a ri|> 
pie. The trade press icported the 
deal as a short . stiaight news item 
w itliout am implk ations of its h d 
imnatt. 

The w av had been led b\ W est 
in«*hosise Broadcasting, in >w Croup 
\\ . w ith \<l\ rutin rs in .X timber anil 
Spun . the bil Baird marionette si r 
ies teaching iuathem.it ics. in l')57 
1 1 w as s\ ndicated on a non-profit 
basis in 30 markets be\ oud \\ i\C\ 




~0mt: Left, Group W's Steve Allen talks to U.S. beauties; Soviet peasant farmer surveys her fields in Storer's "Communism R. M. E.* 



SYNDICATION 



five, and was Followed by six or sev- 
en other educational series, culmin- 
ating in Reading Out Loud. Tin's 
latter racked up a strong rating av- 
erage its first time out, eclipsing the 
nt twork competition in its prime 
tune slot and leading to an increase 
in pre-emptions of network slunvs 
in favor of local specials. 

Then some amazing things be- 
gan to happen at agencies. The pub- 
lic service programs attracted ad- 
vertisers as well as healthy ratings. 
Suddenlv, it was sensible to buv 
non-network public service. Large 
sums were allocated by Gulf, All- 
state, Bell h Howell, General Foods, 
Renault Dauphine, Kent cigarettes 
and Pharmaeraft where once there 
had been only a few local, civic- 
minded banks. 

Corinthian, Storer and the Time- 
Lib 1 stations arrived independently 
at the decision to produce. No group 
yet did its own syndication, but 
Trans-Lux Television stood ready 
and took on many of the projects, 
from the YVestinghouse American 
Civil War to Triangle's Frontiers 
of Knowledge. Almost until this 



year, the product remained 99 per- 
cent public service, but still it filled 
a variety of needs. 

It aided station image both to die 
Commission and the community. It 
filled a lot of station time which no 
longer could rely on Sheena, Queen 
of the Jungle. And it attracted not 
just institutional advertisers but 
soft-sell commercial sponsors to 
one-market and five-market buys. 

Syndication vacuum appears 

The best of the syndication firms 
concentrated more and more on net- 
work sale, and first-run syndication 
entries grew fewer and fewer. 
Laments appeared in trade journals. 
Guild Films vanished (and where 
was there another Liberace series 
with 178 half-hours?). Perhaps the 
critics didn't care, but stations and 
local advertisers did, and now even 
national sponsors were interested. 
Falstaff Beer couldn't find a vehicle 
for its 50-market regional purchases. 

In the planning of station-group 
program brass was eventual pro- 
duction of general-appeal entertain- 
ment shows to supplement public 



affairs and education. Even Ions 
range was the plan to syndic 
such entertainment shows, since: m 
initial aim was to supply somethii 
for one's own stations., Before We§ 
inghouse turned Steve Allen ini 
group money-maker, Triangle 1f.| 
creating a production wing to \ 
ance entertainment with public 
vice, and hopefully capture the be 
of both worlds. 

Unheralded, Triangle entered tl 
field this past summer with The < 
Four, an auto racing quartet of s\ 
eials, and the Little League \\* 
Series baseball games, It reclaim* 
its own syndication of Frontiers 
Knowledge, which promptly 
Triangle a top award from 
International Film & Tv Festi 
this fall. It announced such Ti« 
productions as This Is America 
color series on U.S. fairs and fesi 
vals; Podrecca's Piccoli TheatrBJ 
Christinas puppet special; and tl, 
weekly radio series Motor Rncfe, 
Review. 

Mike Roberts, who organmc 
Group W's syndication operation 
1961, subsequently moved over 




(L), Episode from Triangle's "Frontiers of Knowledge"; (r), Time-Life Broadcast's "One Hundred Million Dollars in Rags," series pK 



perform the same task at Triangle, 
►villi a larger staff. Triangh*'* bluc- 
print lists 25 projects for 196-t, larg- 
K over undertaken hv a station 
group. All are (levinnecl lor Tri- 

ingle's own stations, hut almost 
►•very one w ill he offered for sxfidi- 

ation. 

It's no accident tint Croup \\ 
Was also a top winner at tlie I'Vsti- 
bjrl this year. Money a\ailahle for 
piality production and a strong 
mental and moral dedication to this 
kind of programing are hard to 
heat. As one of the Croup \V execu- 
tives puts it: 

Tile groups ha\ e perhaps the 
fvcst grasp of the realities of today's 
nor programing stockpile. The fea- 
ure film shelf is shrinking with a 
nality that dictates immediate re- 
lacenient from television's own re- 
nurces. Syndication half-hours and 
iff-network hour reruns aren't mini- 
tons enough to case our worries 
ihont 1965-6-7-and-S. That is win 
It of the 10 important station 
'roups arc producing hoth radio 
•ml television shows for owned sta- 
ions. Self-syndication is a natural 
•volution step to amort i/e costs and 
nconrage profits." 

RKO Ccneral, one of the groups 
pfiSering production most slow lv 
»nd cautiouslv, is reported reach to 
% mhrace syndication in lUfil. Its 
[lehnt mav well he the Toscanini 
Memorial Concert, taped in Carne- 
gie flail in the soring at a henefit 
o save the Svmphonv of the \ir. 
lie maestro's old orchestra which 
aces extinction. The puhlic rela- 
intis advantages to this good-deed 
sicca st. and a projected lineup of 
an Clihiirn. Hoherta Peters. |an 
r>crce, Douclas Fairbanks |r.. Cc- 
|$f Siepi. Celeste I Iohu. plus a 
popn sentimcntallv - great names 
nm the past coming out of retire- 
irnt. make it a strong cultural 
ppeal vehicle. 

.ithnrv for mass audience 

Traditionally, groups luxe en- 
*rc*l the arena with cultural spc- 
Rls of this kind. ( Hememher West- 
i^lpnse and Bcnnu ('-nod man at 
m Brmsch Worlds Fair, xvliieh 
■orctl with its combination of edu- 
ction, fun and social rosponsibil- 
|y?) Corinthian did it with the late 
Resident Kennedy 's Inaugural Cala. 
clever mixture of historv. fash- 
"Ws and drama among the high 



and the nughtx in Washington 

( )ue s\ uiptuiu of the growing im- 
portance nf groups in production 
and s\ iidication is the creation 
and/or expansion of sales, puhlic 
relations, promotion and syndica- 
tion departments F.stiinates vary 
from 1(H) to 2(H) new executive posi 
tious hemg estahlishecl in the past 
three \ears as a direct result of 
group production activity — and this 
does not include jnhs created in the 
programing departments. 

Station groups generally deny it. 
since their stations are often affili- 
ated with three tv networks, hut 
the niimher of network tv pre-emp- 
tions ui choice time is destined to 
increase steadily, as more stations 
schedule local and group specials. 
YIP's think that somehow the indns- 
tr\ w ill learu to live with this, after 
a short period of pressure phone 
calls and memos. They point to last 
\ ear s furor over decreased product 
protection, now this year's ancient 
history, as ty pical of the hrief. hope- 
less resistance to industry change. 

Ratlin is pari of plnnnini* 

Radio takes no hack seat in group 
programing hlneprints. The seminar 
hosted in New York hy Westing- 
house last fall prov ed it. After initial 
amazement that 60 executives would 
even sit down for a whole day to 
discuss programing, it provided a 
genuine shock when eight New 
York radio station managers present 
agreed on the desperate need for 
fresh program fare to he inserted, 
not as snhstitute hut as supplement, 
into iiiiisie-and-new s format. 

Despite fears that advertisers 
might not finance a radio program- 
ing renaissance, the participants of 
that surprising seminar pledged 
themselves to pursue a revival of 
classic eoinedv and drama scries, 
development of now drama and 
sports show s and more new public 
sen ice programs. 

In the ensuing year, sex eral dozen 
radio scries were implemented In 
Metromedia, Triangle. Corinthian 
and Croup \Y. xvith upcoming en- 
tries announced In Host Craft. 
Trigg- Yauglin and other smaller 
groups. Participating sponsors are 
apparently plentiful. 

Hadio and television continued, 
station groups w ill produce an im- 
pressive niimher of hours of pro- 
graming this viar The estimated 



total for Croup \\ . for example, is 
9S6 hours this vear, more than 1.0W 
hours next v ear if a proposed e.irlv 
morning strip uiateriah/es. 'In 
angle's output surpasses all the 
groups eonihiuecl, a 1003 total of 
0,3 17 hours, principalis due to its 
aui-fii) daih tape service for auto- 
mated stations 

Crimp shines tiain steadily 

The 19#1 production and sv ndi 
cation plans average 50 percent 
more than 10(33 among the leading 
groups, full impact of which is still 
to c onie. One by -product is mount- 
ing pressure on the National \cad 
emv of Telex ision Arts and Scienc es 
to open Faiuny award ranks to 
group show s. which could soon 
hreak the network dominance of the 
annual prize struc ture for informa- 
tional show s \nother is a cliscern- 
ahle improveiiieut in program cpial- 
itv over the past five v ears, stimu- 
lated hv grow in g competition as 
much as anything else. 

With so manv groups now taking 
this production-syndication route, 
non-network production looks to 
eclipse the palmy old svndication 
dav s as always a supplement, soine- 
tiines a threat, often a source of ex- 
citement hoth to the puhlic and the 
adx ertiscr. 

It is now giving station rep firms 
fresh ammunition, with several reps 
noting that agencv and advertiser 
response to group show s has he- 
come "steach and healthv .** "a 
growing factor in allocations," 
"reallv hot'' and "a case of wetting 
their feet, and sav ing 'Come on in. 
the w .iter s fine . 

With nary an anti-trust cloud on 
the horizon the groups themselves 
expect 196-1 to he The Year. Thev 
feel thev're hrew ing. as one said, 
"the chic ken soup which will nour- 
ish us all. and none of them is 
worried that too manv cooks can 
reallv spoil the tv programing 
hroth. fP 1 



NO I K: I'nhlic-uf fairs anil Ir spe- 
cial events slunvs prod acetl hy 
individual local stations are alsn 
tiainitm the national spollicht 
thrimch station rep channels, and 
parallel the activity renorled 
a hove. For further details, see 
slor\ in ""Station Representa- 
tive*" section, this issue, pace .77. 
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Israel Thomson 



MGM-TV ups Israel, 
sets Thomson in sales 

MGM-TV, in two moves related to 
its current sales expansion program, 
has appointed Lou Israel to the 
newly created post of administra- 
tive assistant in X. Y. to feature 
films-syndicated sales director Kit-h- 
ard A. Harper, and added Jim 
Thomson to sueeed Israel as south- 
ern sales manager. 

Israel held the southern sales post 
for the past two years, operating out 
of New York. Prior to joining MGM- 
TV seven years ago, he was with 
NTA operations for several years. 
Thomson, who joins the company 
after five" years with Screen Gems, 
will maintain MGM-TV's sales of- 
fice in Charlotte, N.C., where he 
resides. He has been in southland 
t\ sales and station operations some 
12 years. 



NEWS NOTES 



Puppets to 33 stations: Thirty-three 
stations have bought Triangle Pro- 
grain Sales' one-hour special, Pod- 
rccca's Piccoli Theatre, in addition 
to the six Triangle outlets. The 
color show was produced in Phila- 
delphia at the studios of \\ TIL-TV. 
The station lineup: WTBG-TV Al- 
tooua, WBAL-TV Baltimore. 
WXBF-TY Binghamton, X. Y., 
WCVB-TV Bristol, Tenn.-Va.: 
KIISI.-TV Chieo, k'k'TV Colorado 
Springs, WTYX Columbus. () ; 
W KSII-TV Daxtoua Beach. KBTV 
Denver, kY\L-TY Liigenc. Ore.; 
k I KM -TV Knrcka, Calif.; WTVW 
K\ ausville. lud.; KFBL-TV Fresno, 
k" REX -TV Grand Junction, Colo., 
\\ MIC-TV New Haven, kTRC-TV 
1 1 oust on. \\ L\V I Indianapolis, 
\\ LY1I-TV l^measter. Pa.; kATV 
Little Hoek, KOHK-TV Las Vegas. 
kTLV Los \nueles. WIIAS-TY 
Louisville, k BLS-TV Medford 
Ore. \\ L\C-TV \ash\ille. WABC- 



rV \ew York, W'TAB-TV Norfolk, 
WTIL-TV Philadelphia, WCSH- 
TV Portland, Me.; KATU Portland, 
Ore.; kOTA-TV Rapid Citv, S. D. ; 
kOLG-TV Reno, WDBJ-TV Roan- 
oke, kCRA-TV Sacramento, kCPX- 
TV Salt Lake Citv, kONIO-TV 
Seattle, kELO-TV ' Sioux Falls, 
S. D. ; WTRE-TV Wheeling, W. 
Va.; WSJS-TV Winston-Salem, and 
kl MA-TV Yakima, Wash. 

For AA-TV: Allied Artists TV has 
added sales of its Exploitable Fea- 
tures at eight more stations, bring- 
ing its total markets to 59. New 
purchasers are WTTG Washington; 
WRNS-TV Columbus, 0.; \VTTV 
Indianapolis; kCTO-TV Denver; 
WZZM-TV Grand Rapids; WRVA- 
TV Richmond; kAVE-TY Carls- 
bad, N. M.; and WkXX-TY 
Saginaw . 

First-run marches on: Official Films 
first-run Biography series, now in 
its second year of production, has 
registered sales of both vears' epi- 
sodes to: kID-TV Idaho Falls, 
WCCA-TV Columbia, S. C; 
WATE-TV knoxville, WSAZ-TV 
Huntington-Charleston, W. Va.; 
kVlQ-TV Eureka, Calif.; kROX- 
TV San Francisco, kCMT-TY Alex- 
andria, Minn.; kOTA-TV Rapid 
Citv, S. D.; kTBC-TV Austin, 
kOR-TV Albuquerque, kXAB-TV 
Aberdeen, S. D. ; WPSD-TV Padu- 
eah, kGXC-TV Amarillo, kEBC- 
TV Cheyenne, kOXO-TV San An- 
tonio, kOMU-TY Columbia, Mo.; 
WOOD-TV Grand Rapids; WOW- 



TV Omaha, KBMT-TV, Beaumonl 
Tex. ; XIMA'TV Yakima, Wash 
WRBL-TV Columbus, Ga,, aft. 
WkOW-TV, Aladison, Wis. 

Hope films add eight: Seven lf$ 
Hope motion pictures, distribute* 
by Allied Artists Tv, have been soh 
m eight additional markets. Xe\ 
sales w ere to kLAS-TV, Las Veggi 
kTVK-TV, Phoenix; WkNX-TV 
Saginaw, Mich.; K END-TV, Far|i 
WkZO-TV, kalamazoo; K0M 
TV, San Antonio; WREX-Tl 
Rockford, 111., and WDAF-TN 
kansas City. 

'En France* at sea: Seven Arts Al 
soe.s' Fmroh - language entertair 
ment series, syndicted in 65 TJsL 
markets, will also be presented m 
all Atlantic crossings of Freng 
Line's luxury passenger ship, thj 
"France." 



NEWSMAKERS 



Norman Louvau, Screen Gem 
general manager of station bfe&j 
tions, signed to new, long-term coi 
tract. 

Ciiaklks R. Facan to Sand 
Howard Productions as v.p. i 
charge of sales. 

kLALS J. Lehman*, formerly t 
CBS TV, to Trans-Lux Televisfco 
Corp. as production supervisor. 11 
initial assignment is A/fldc i~ 1%| 
I' or Hire. 



20 -market score for "Showcase 2" 




A ww from "Separate Tables," one of ifitfwiturcs in United Artists Tv\ 
"Showcase "2" package. "Showcase '2, released in nud-Xoveniber, is al- 
ready sold in 20 markets. Made up largely of post-57's, lit* pSckagje in- 
cludes such titles as "The Fugitive Kind," "llappv Anniversary," "The 
Haehclor Part)." 'Inhcril the Wind," "Moby Dick," and "Trapexe" 
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STATION REPRESENTATIVES 

BLAIR PUSHES LOCAL SPECIALS 

Rep firm's "Special Projects Division" counters network trend 
1 participations by selling local- level full sponsorships 
I community-angled documentaries, news specials, sports events 



§l|i:i\\'OHk tv "encroachment" in 1 1 if 
fl spot area through participation 
Jhfgrains is something many station 
eps have long resented. MostK . 
fps compote with networks for t\ 
id dollars which could go cither 
vav — into a spot campaign or into 
i drop-in network participation — 
||d figure that it's part of the com 
xMitive picture, win or lose. 

But at least one major rep firm is 
whig heyond this competition, and 
bis launched a salos-and-program- 
niz project designed to compete 
with network tv in an area once 
oiisiderod purely a network prov- 
ffifce: full-program sponsorship of 
K«tige, puhlic-afF.iirs specials. 

Blair Television is the rep firm, 
ind the program sales arc being dc- 
^ doped and promoted through 
Hair Special Projects Division, an 
(ffshoot now hitting its stride after 
vvu-years-plus of development. 

"There's a grow ing awareness on 
he part of national and regional 



ad\ crtisers that many marketing 
prohlems are regional and local in 
character." sa\ s Halph Allrud, w ho 
heads the Blair di\ ision. 

"This hasic marketing problem 
Irequenth calls for special advertis- 
ing weight to he placed in a local- 
levcl campaign to bring sales in line 
w ith national a\ crages." he adds. 
"The local campaign can he a spot 
campaign using choice adjacencies, 
hut there's another path w Inch can 
he followed. That's win we're put- 
ting new emphasis on the sale to 
major advertisers of local specials' 
on a year-round basis." 

National advertisers arc entering 
the picture at Blair Special Projects 
Division, particularly those whose 
marketing setup creates a series of 
semi-autonomous regional areas. 
Among these advertising blue-chips 
which have been active in bin ing 
specials created by Blair-reppcd 
stations: Ward and Continental 
Baking. Shell and I lumble Oil, Dow 




Itlair's Ralph lllnul hiuids firm's dii nwn 
ttliich is [tutting riru rnip/iiuit on im rfnwd 
sponsor identification at tv station lei rl 



'New Orleans At Large" Series of Special Programs Sept., '62 — '63 



DATE 



TIME 



WDSU-TV 



RATING WWL-TV 



RATING WVUE-TV 



RATING 



Am 


9/17/62 


9:00-10:00 


PM 


HUEY LONG PART 1 


36 


"hur 


10/18/62 


9:00-10:00 


PM 


HUEY LONG PART II 


31 


♦at 


11/10/62 


6:30- 7:30 


PM 


HUEY LONG PART III 


16 


'ljur 


11/22/62 


4:00- 4:30 


PM 


A DAY AT THE RACES 




1 la't 


12/22/62 


7:30- 8:00 


PM 


CHRISTMAS IN N.O 


15 


4on 


12/31/62 


9:30-10:00 


PM 


NEW ORLEANS AT LARGE 




tar 


1/24/63 


10:20-10:55 


PM 


THE DOCK STRIKE 




tort 


2/25/63 


9:30-10:00 


PM 


MARDI GRAS 


24 


we 


2/26/63 


11:30- 2:30 


PM 


MARDI GRAS 


23 


at 


3/23/63 


8:00- 8:30 


PM 


WORLD OF RUSTY STAUB 




1on 


5/13/63 


9:45-10:15 


PM 


MOON PROBE 


14 


tat 


7/ 4/63 


10:30-11:00 


PM 


POLITICS IN LA. 




ri 


9/ 6/63 


6:30- 7:00 


PM 


FOOTBALL FEVER 


11 



7 Wonderful Nights 
Alfred Hitchcock 
Jackie Gleason 

Defenders 



19 Off The Air 0 
16 Premiere 10 
22 Roy Rogers 12 



25 Mr. Smith Goes to 

Washington 13 



14 Mike Hammer 



11 Rawhide 



7 ABC Daytime 



18 News Sports Weather 8 



23 Cheyenne 



( Hit C "incidental lint me* 
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Chemical, Menlry & James, West- 
ern Electric, Mead-Johnson, plus 
one of (\'s top clients, Ligett & 
Myers. 

As Allrud sees the principal ad- 
\ .intakes of such station-produced 
program buys, they are: 

► A gain in sponsor identification 
for the advertiser, a factor often lost 
in the shuffle of network participa- 
tions or a routine spot campaign. 

y A chance for the advertiser to 
develop special commercial ap- 
proaches which link closely with the 
type of specials package purchased. 

y An opportunity for local in- 
store promotions, community iden- 
tification, increased prestige with 
local retailers, year-round spot tv 
rates and promotional support. 

Interestingly, a number of major 
tv-minded regional advertisers have 
beaten national advertisers to the 
punch at Blair Special Projects, 
huying as many as 18 local specials 
per year in large markets, and 12 
annually in smaller tv cities. 

Blair checkups have shown that 
the local specials, scheduled cur- 
rently in about half of Blair's tv 
markets, come in at cpm's of "under 
$3.50," according to Alh ud. 

The Blair operation is not a form 
of syndication in local tv. Allrud 
and his associates are, admittedly, 
not in the program planning busi- 
ness, but they have considerable ex- 
perience in the field and act as 
counselors to stations seeking to ex- 
pand their own local public-affairs 
programing. ("We want to be valu- 
able to the stations and to adver- 
tisers. We want to contribute ideas 
to stations as to what they could 
cover as material for a series of 
local specials. We are not, however, 
program specialists," is how Allrud 
puts it.) 

The station-produced specials, 
usual!) dealing with community 
problems or news events of strong 
local interest, frequently pull im- 
pressive ratings against network 
competition (see chart for track 
record of one series of specials in 
New Orleans, on page 57). 

"We have found little real resist- 
ance from agency media people 
and account men," says Allrnd. "In 
fact, the more agencies and adver- 
tisers think about the values of buy- 
ing f u 1 1\ -sponsored community- 
anned specials, the less resistance is 
offered." 90 



B'cast Clearing House 
goes out of business 



Bhoadcast Clearing House in 
New York, a hopeful solution 
to the paper jungle involved in 
radio tv timebuying, has gone out 
of business. The organization, fal- 
tering for some time, finally decid- 
ed to discontinue services this 
month. Notices were sent out 6 
December to all rep firms and agen- 
cies involved. 

Working through the Bank of 
America in California, BCH han- 
dled station and rep billing and 
collecting, and agency disbursing 
of money. Although BCH started 
out with radio in 1960, it began 
handling tv billings in June. 

Lcc Mehlig, president of Broad- 
cast Clearing House, says the com- 
pany was not able to make income 
and outgo match. "Over 850 rep 
firms, stations, and agencies were 
involved and the system was just 
too big to keep going without more 
capital." Mehlig estimates that 
from June '62 to October of this 
year BCH did in excess of $10 
million in total gross billings. 
Only four rep firms were actually 



contracted with BCH, accordm 
to Mehlig, although the compM 
worked with about 30, mainl 
through Guild, Bascom & BonfigJ 
BCH's one agency client. Of th 
four rep firms contracted, MehW 
named only three: Meeker, Aver) 
Knodel, and Savalli/Gates. 

Because the system was so inJtr 
eate there were many mista 
made in the beginning, discoum 
ing many firms from joining, a< 
cording to one industry spokesma 

Several large rep firms fla 
stated the idea couldn't work, 
executive at Katz, one of sevsr 
doing their own billing, said: 

"The problems involved are i 
tricate enough as it is without dr 
ging in more people. You ca 
superimpose another staff on tbfOf 
involved and have it work pupe 
as a mechanical appendage. j 
buying is a minute-by-minute ope 
ation. You need very close eoope 
ation. The idea can't work. Tl 
proof of the pudding is that 
didn't work." 

Savalli Gates was reportedly tl 



WELCOME TO THE CLUB! 




George Elliott (Center), western sales mgr. for Buseh Bavarian and mem- 
ber of Anlu-iiser-Bnscli sales organization for nearly 25 years, presents 
Hiisch Bavarian tankard to Burt S. Avedon, v.p.-gen. mgr. of Spanish- 
language uhf KM EX-TV Los Angeles, marking signing of one-year 
contract as major-sponsor of weekly telecasts of bullfights and sweer 
matches. Buy represents almost two full hours a week» At right is Boy 
Porter, v. p. of Gardner, Buseh Bavarian ageilcv,, arid mgr. Of L.A. affile 
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■ rst rep firm to contract lor the 
I CI I services, ami the only one 
> iMiroll all its stations. "The cam- 
py handled our last billing for 
tie month of October and then last 
cek advised ns and the other 
} ins involved that we'd be on our 
ni after that, sa\ s its president. 
[V Savalli. 

' "The theory behind the Broad- 
m. Clearing House was desirable, 
it the execution was (mite ann- 
ex, he adds. "The farts were 
Lsscd on from the rep salesman, to 
secretary, to the bank, to the sta- 
3»L and to the agency. Somewhere 
oog the line there was often a 
'is take, sometimes at the bank be- 
inse the wrong data was fed into 
ip computer, thus passing it 
omul the circuit again. When sta- 
les received the material tho\ 
ten forgot to include certain data 
id a signed affidavit, naming the 
MHivv would not have all the ma- 
rial anyway and just put the bills 
pie. 

| Thi" method was terribh 
rambled, but I feel they were 
ginning to come out of it. BC1I 
id inserted some new elements 
to the system that would evontn- 
h work. For one thing, they put 
i auditor in the bank to check 
c figures before they went into 
e computer. More stations and 
.oneies were beginning to co- 
)Cr;ite, although most were scep- 
i •al in the beginning," says Savalli. 
One agency. Guild, Hascom & 
mfigli, had cwn given BC11 a 
KMt by subscribing to the system 
em.sches. 

The failure of BCII wis not a 
*<? of honesty or integrity, but 
1 at (he system was too complex 
d the stations, especially, could 
it handle the work," says Savalli. 
\i required everyone to be on bis 
Les all the time. We have been 
t'h the system since January and 
think the kinks were just coming 

It. 

The system had certain advan- 
ces, despite the fact that a great 
m of extra personnel became in- 
ked, say industry men. For one 
inU, an agency that was doing a 
avy spot radio campaign would 
I a bill for many stations from 
ie central point. The Bank of 
nerica. The more reps that signed 
1 t»>r the service the less book- 
epin(t involved for the aiiencv. 
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RKO's ratings disclaimer 




Ml ffpites 

mdtenee"> are our be;t 
Inmates of what-s schedule Of 
prtgraffi should (Liver. In view of 
enQfSinddefl^endesvstiich may 
|e inwivBd I n the sourees' methods 
isi ^wtoasnoed to arrive at 
tesi es,tm>atos, neither RKO 
©efieral nor any of its 



the aautaqf of the 
fSiimates. 



HKO Cenernl Rronik»«*tiirK National Sales is employing these "wooden 
dollars," on which a ratings disclaimer lias been imprinted, to call at- 
tention to rating inadequacies. A spokesman for tlie organization indi- 
cated that while printed disclaimers — sneh as those used by most broad- 
casters on their data submitted to ad agencies— continue to lie necessary, 
their purpose is not to refute audience research but to highlight its lack 
of preciseness . . . and lhe wooden dollars accomplish the same end 



Mehlig announced that all bill- 
ings negotiations would be com- 
pleted for October. Most of the 
money involved has been disburs- 
ed, and it should all be disbursed 
by the end of the month, he said 
As of today, any bills from stations 
that come into BCII for the month 
of October will be returned and 
the stations will have to semi them 
directly to the agency them- 
selves. Billings for November broad 
casts will be prepared by stations, 
or by stations' agents, other than 
Broadcast Clearing House. 

Metro TV Sales adds 
Moses and Hardison 

Harry Moses has been named di 
reetor of station promotion and ser- 
vices for Metro TV Sales, New York, 
lie was promotion director for 
Metropolitan Broadcasting Tele- 
vision's WTTG in Washington. D.C. 
Prior to Ins association with WTTG. 
Moses was director of advertising 
and publicity for Film wax s in New 
York, and before that he was associ- 
ated w ith WOB radio and television 
in New York. In his new position, 
he w ill be responsible for develop- 
ing^ promotions and promotional 
services for the stations represented 
In Metro TV Sales and their ad- 
vertisers. 




Moses Hardison 



lid I lardison has been named 
manager of the Philadelphia office 
of Metro TV Sales. With N. W 
\yer in Philadelphia for the past 
nine years, he bought time on such 
accounts as DnPonl, Breck. Hills 
Brothers. Johnson & Johnson. Sterl- 
ing Drug, and Menley and James. 
Metro TV Sales is a division of 
Metromedia 



NEWS NOTES 



New vtr reel: A new video tape 
spot commercial or short program- 
ing reel and self-shipper lx>\ have 
been developed In 3M. The fi 1 ?- 
meh "Scotch" reel holds 750 feet 
of video tape for 10 minutes of 
record im; tune at 13 ips). I Iigh- 
nnpact plastic on the reel guard 
against physical shock and warp- 
ing. 



WWDG"° 

salutes 
Washington's 

finest 




On July I. 1818, in an elaborate 
ceremony, the cornerstone of the 
Washington Monument was laid. 
Four days later, the Washington Gas 
Light Company was granted its char- 
ter by Congress. Today, company 
president Donald S. Bit linger directs 
activities that would have seemed 
incredible in the days when gas lights 
were a familiar sight on Washington's 
streets. About a half million area 
families and business establishments 
rely on gas for n multiplicity of such 
services as cooking, clothes drying, 
water heating, house heating— even 
central air conditioning. WW DC 
thanks Washington Gas Light Com- 
pany and its agency, Kal, Khrlich & 
Merrick, for having placed an impor- 
tant part of its radio schedule with us. 
A public utility must put service 
for people first — and WW DC is "the 
station that keeps people in mind." 
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Publishes commercials anthology: 
j An appendage to the American TV 
Commercials Festival this year is a 
150-page creative analysis called 
"The Best American Tv Commcr- 
| eials." Edited by Festival director 
Wallace Ross with the cooperation 
of the U.S. Tele-Service Corp., the 
volume will include pictures and 
text 'covering some 60 "pace-set- 
ting" commercials of the past five 
years. A special section high- 
lights all individual creative and 
production credits for the 200 com- 
mercials that have been cited 
among 5,300 which were entered 
in the festivals. Due out in March, 
it will sell for $20. A pre-printing 
offer at $17.50 has been made. 

Makes move at million mark: 
Venard, Torbct & MeConnell has 
been appointed national sales rep- 
resentative for KEZY Anaheim. 
Orange County, where Anaheim is 
located, has just topped the million 
mark in population and the new rep 
organization will base at least part 
of its sales pitch on this point. 

New rep bat for KHAT: The Phoe- 
nix outlet appointed Roger O'Con- 
nor, to take over from Bernard 
Howard Co. KI1AT programs coun- 
try 6c western music exclusively. 
Phoenix is an 18-station market 
which, according to O'Connor, in- 
cludes 14 popular music stations, 
one Spanish language station, and 
only one c&w — KHAT. 

ATS Texas tv total now nine: With 
the addition of Trigg-Vaughn sta- 
tions KROD-TV El Paso, and 
KOSA-TV Odessa-Midland, Adver- 
tising Time Sales, now represents 
nine tv stations in the Lone Star 
state. Activity in that area is also 
reported by Jack Masla, which has 
been appointed by KPCN Dallas, 
and KCUL Ft. Worth. The stations, 
both country 6c western, team them- 
selves as the Cowboy Combo. 

MeCavren-Guild adds two: Newest 
stations in the representatives stable 
are W AV/ New Haven, and WTAC 
Flint-Saginaw-Bay City-Midland. 

CMB moves into Minneapolis: 
WAYL has appointed Good Music 
Broadcasters. Inc., as its exclusive 
national representative, effective I 
January. 



Among rep switches: ABC affild 
in Eugene, Ore., KEZ1-TV, has I 
nOuneed appointment of Venai 
Torbet 6c, MeConnell as natiffl 
sales representative . . . Eckels 
Co. has been appointed New W 
land sales rep for WDAK Newpri 
R. I. 

Fluctuations in Florida: The 
chase of WDBO-TV Orlando^ 
the Outlet Co. this past suroml 
has precipitated some changes* f 
the representation setup. The s| 
tion, which has been repped 
Blair Television, has been mov, 
by Outlet to Edward Petry,, whl 
has its other tv station, W 7 JA|t' j 
Providence, R. I. This was follow [ 
by Blair's take-over of WFTV 3 
lando, from Adam Young. This s| 
tion is owned and operated by m 
Florida Television Corp. On tlw f 
dio side, WDBO stays with H 
Blair Radio Division. Other Flc-fl 
radio statons are shifting sales 
ganizations. WFUN Miami, 
signed recently by McGavnl 
Guild, has been picked up by BJ 
ert E. Eastman. And Blair Ran 
has moved into Jacksonville, sis 
ing WMRR. Owner is 
Broadcasting. 



NEWSMAKERS 

Edcer Robhins named director 
Savalli/Gates' Dallas office. JP| 

XET1I SCHAEEER joins S/G as 

count executive in the Chfel 
office. 

Walter K. Flyxn to the M 
York tv sales staff Edward Pel? 
Co. He was a tv sales cxeeutivt 
Avery-Knodcl, $ame city. 

E. James Hodgett to the & 
York sales staff of Television i 
Using Reps. He was formerly w| 
Storer Television Soles. 

Joseph F. Maiiajc to the 
York tv sales staff of Avery-Kiw' 
He was an account executive wl 
WFIL-TV Philadelphia. 

James J. Siruas to Facts tlivfa 
of the H-R companies in New f I 
as a progiamer in the electM 
data processing section. lie 
with Morgan Guaranty Trust j 
programing and systems. 

Andrew P. Poros to a*e@j 
executive in the Cln'cngQ ofte'l 
Storer Television Sales. He 
sales at WITI-TV Milwaukee, 
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The FCC ' s attempt to limit broadcast commercials by formula appeared 

sunk last week — but national advertiser pressure for reduced clutter 
on tv had its first Washington launching. 

The FCC 1 s parent House Commerce Committee pointedly approved the 
Rogers ' bill to bar the agency from commercials rule-making. Meanwhile, 
the commission ' s two-day hearings on adopting the NAB code or other limits 
droned away. Committee action , plus the weight of broadcaster protest , 
the technical insolubles , and the frank repugnance of the majority of the 
FCC members for the rule-making, toppled the proposition. 

All that seems to remain is an official declaration from the FCC that 
the attempt by this commission , during this Congress , is out . 

But the voice of national advertising declared broadcasters must and 

will correct the problem of commercial clutter on their own. 

Arthur E. Tat ham, chairman of the board of Tatham-Laird , Inc . , and 
also chairman of the board of the 4A, said FCC adoption of stopwatch rules 
would do more harm than good. It would discourage creative ingenuity and 
leave untouched the real problems of overcrowding. 

Tatham said the public does not complain about commercials per se, 
but about interruptions . Advertisers have learned through surveys that 
damage to advertising effectiveness by overcrowding is serious . 

■^•^ Tatham quoted a study reported to the ANA by John Burgard showing a 
30 to 40% increase in effectiveness when commercials were separated 
out of station billboard c 1 ut t e r . 

Advertising in natural breaks , and "between" positions brought 40% 
more brand name recall , and a 35% increase of copy recall , according to a 
phone survey covering 30 markets , in 2,500 phoned interviews. 

Advertisers are becoming increasingly irked by overload of credits , 
promotions and other items jammed into program continuity. Tatham said 
monitoring of a network hour, plus the five minutes at beginning and end 
of the hour, clocked 54 interruptions. Only a third was advertising. 

T* 16 4A- board chairman is confident that NAB and networks will find 

ways to maintain revenue yet "reduce clutter to reasonable and proper 
volume of necessary advertising and promotion. * 

The best way to find out what the public thinks about broadcast adver- 
tising is to ask them what annoys them. Then convey this information to 
advertisers and broadcasters, Tatham told the FCC. 

In fact , advertiser funds are now going into an expansion of last 
year's pilot monitoring study, to get public reaction. 

Attentive broadcast and network people listening knew they faced as 
tough a problem as the one that had stymied the FCC. They must make more 
room for advertising product — but still keep up the level of program and 
station promotion to meet broadcast competition in their area. 
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<fejk Although broadcasters said "No !" to any suggestion of an FCC noose ftrt 
commercial overloads , changes in the broadcast advertising outlook 
showed up at last week ' s hearing by the commission. 

One was acknowledgment by nets and individual broadcasters that the 
situation needs fresh approach, and the NAB code could be improved* The 
other was the trend by organized complainants to "Tell it to the adver- 
tiser, " rather than to the broadcaster or the FCC- 

Most effective testimony along this line was that of Mrs-. Clara Logan , 

of the National Association for Better Radio and Television,; 

Mrs. Logan shook out statistics on 1,331 spots clocked in an 87-hour 
stretch on six tv and four radio stations in Los Angeles^ in the week of 
26 Nov. to 4 Dec. One non-net tv station ran seven consecutive commercials, 
part of a 22-minute, 45-second commercial total in a 60-minute period. A 
net-owned tv station had 14 spots on a 14%-minute news and sports program* 

The NAFBRAT president wants FCC limits- After praising broadcasters 
for their fine performance during the 4-day period of tragedy, she said 
they normally run "massive and noisy billboards." Complaints to stations 
fall on deaf ears. Complaints to FCC brought only mimeo on FCC policy of 
non-interference with program content. 

So NAFBRAT will take it to the advertisers* A complete list of "in- 
fluential advertisers" is being readied for its nationwide membership of 
individuals and affiliate civic, church and educational groups for 1964 
use. 

Along similar but more drastic lines , is boycott approach of the 
one-year-old "League Against Obnoxious TV Advertising. " 
League's 6,300 "balloting, boycotting membership" writes sponsors, 
and boycotts product advertised in league's listing of the "Terrible Ten, ■ 
says v.p. Steven Finz. Mercifully, the league also has a "Decent Few* tv 
commercials list . 

Postscripts on the commercials hearing, all seven comai ss i oners at- 
tending : 

Strongest foe of FCC rulemaking was Cmr. Ford, who pummeled proponent 
arguments and defended broadcasters at every turn. 

Longest testimony: two-hour stretch of half-hour scheduled for NAB 
counsel Douglas Anello. He battled compromise idea, of Cmr. Henry and 
Cmr. Cox that FCC merely query on NAB code adherence at renewal, as one 
factor in overall report on programing. Anello said non-subscribers Would 
be automatically and unfairly suspect , and open to further query. 

Most annoying to commission : ABC attorney Stephen McKenna ' s analysis, 
based on quoted remarks, of just why an FCC majority would vote against 
commercial limits rulemaking. 

Network thinking : NBC's Howard Monderer : "I can't, equate public in- 
terest with a numerical formula. " CBS' Judge Samuel Rosenman : even if FCC 
feels it has the authority, any such "novel and drastic" departure in reg- 
ulations should be sent to Congress for affirmation. 

House Commerce action seems to have canceled the departure.. 
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if you really knew what goes on at media meetings 

Time short Pressure high Deadlines close Media files absent 

Media decisions must be made and you can't be then* m 
person 

But SRDS is almost always there, and with your Service Ads 
in SRDS. YOU ARE THERE selling by helping people buy 
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You d cry like 



a baby 



J(C National Anofysr, Inc. survey, 
43% of agency execufivet soy SRDS 
if accessible in c/ienf meefinqj. 





To our viewers whose expressions of appreciation for our weekend of 

service during the days of sadness and history are 
highly valued by the hundreds of employees who per- 
formed so unstinting!)'. 



To our employees . . . who worked night and day without a moment" s thought 

about personal comfort or compensation to see to it 
that the viewers were continuously served. 

To our networks .... whose incredible resourcefulness, effort, experience and 

good taste supplied coverage no single station or group 
of stations ever could have accomplished alone. 



To our advertisers . . . who not only permitted, but urged, that we pay no 

heed to their commercial commitments, but serve the 
public first. Our particular thanks to those who have 
been generous and understanding in their approval of 
make -goods to help allay the tremendous financial 
loss incurred, and our understanding of those whose 
particular problems did not so permit. 
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